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of men’s quality shoes. 





Unlined Bal Oxford 
Style No. S-1614 










MADE INAATHE U.S.A. 
by J.P. SMITH SHOE CO. Chicago 


Built on the famous Fairway last, featuring the 
patented Synchro-Flex construction. Black calf 
with a single leather sole to assure lighter weight 
and tireless walking. 
HUBSCHMAN’S CALF 

=1000 BLACK 


TANDRITE is tanned to the 


discriminating man’s taste. That all-over 
handsome look bespeaks the quality of the 
calfskin . . . its smooth pliability . . . its fine 
finish . . . its unmistakable assurance of long 
life and true comfort. That’s why Tandrite 


has first call with America’s leading makers 





_ = 
E. HUBSCHMAN & SONS, INC. 


PHILADELPHIA. PENNSYLVANIA 
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Waar do you do when you're cut off in the 
middle of important business? Happens pretty 
often when you have too many lines. . . and 
they get snarled. Customers leave your Shoe 
Department empty-handed. You have a little 
bit of everything, but nothing deep enough to 
really advertise. 

THE AMERICAN Girt Shoe is a very handy 
resource in such a situation. They offer you a 
ComMPLETE LINE appealing to teen agers, smart 
business gals on a budget (remember that 
$4.95 - $5.95 - $6.95 - $7.95 price line-up) ma- 
trons with fitting problems, women who wear 
professional white. 

AMERICAN GirL adapts “best-sellers” to suit 
this market. Eliminates “wrong numbers” be- 


. 
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excuse it, 
plee “1S ? 99 


fore you can buy them. Provides an aggressive 
national advertising campaign that works for 
you twelve months a year. Offers the all-out 
cooperation every dealer should have from his 
best resource. 


The AMERICAN GIRL Shoe is the answer. 
It offers: 


1. a comprehensive and completely coordinated 
line 


2. prices in the volume selling brackets 
3. an extensive in-stock service 
4. recognized style acceptance 


5. national advertising and promotion with in- 
tensive dealer tie-ups 
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AMERICAN GIRL SHOE CO., 120 Kingston St., Boston, Mass. 


Division: C lid 
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TODAY—MORE THAN EVER-AMERICA’S STANDARD OF VALUE 
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The world-renowned Radio City 
Music Hall Rockettes in one of 
their precision routines. 


MPRESSIVE UNTFORMITY 


A vast gulf separates the theatre from tan- 
ning yet both represent arts carried forward 
through the ages. Finished performances 
by the famous Rockettes are insured by the 
same principle of high selectivity which 
governs all LEVOR tanning operations, 


from raw stock buying to final grading. 


Rich finish and impressive uniformity 
make TAN-ART Suede Kid the favorite 
with men in factories who work it and 

those in stores who merchandise beauty. 
G. LEVOR & CO.. INC. TAN-ART €O., INC. || SUEDE KID 





Tanners Since 1876 Gloversville, N. Y. 





LITTLE YANKEE SHOES 







...by youngsters at Little Yankees’ own “field 
laboratory”"—the Dover Home for Children. Here, 
Little Yankee shoes meet rigid standards of com- 
fort and wear before being put on the market! 





... by convincing advertisements in Parents Mag- 
azine, Good Housekeeping and the American 
Medical Association’s Journal of Diseases of Chil- 
dren, telling the Little Yankee foot-health story 
to millions of readers! Backed by plenty of power- 
ful point-of-sale display and promotion material. 








... by thousands upon thousands of wise mothers 
who know the importance of safeguarding their 
youngsters’ foot-health—mothers who choose 
Little Yankee Shoes because they are scientifically 
designed to keep little feet normall 


“GREAT SHOES FOR LITTLE AMERICANS” 


THE YANKEE SHOEMAKERS «+ DIVISION OF SAM SMITH SHOE CORPORATION, NEWMARKET, N. H. 
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The puede Last 


The Third of 4 NEW Lasts 


on which Cambridge Presents 
The NEW TREND — NOT just a re-styling 


“The FRENCH BOOTEE” 


The AVENUE LAST of the French Bootee is carefully 
designed to FIT this season's comfortable shoes with Medium 
Heels — which will account for a large percentage of your shoe 
sales for all semi-dress occasions. 


Sensing the dramatic sales possibilities of The FRENCH 
BOOTEE, the nation’s leading shoe merchandisers have 
acclaimed enthusiastically, with orders, this NEW TREND. 


to compliment the modern hemline . . . with a distinguished 
BOOTEE of smart feminine neatness. 


The FRENCH BOOTEE is fashioned on 4 Revolutionary 
New Lasts to FIT platforms or single sole shoes beautifully. 
It slips on easily over today’s popular buttons, buckles and bows 
without distortion! 


SEE the NEW Trend — The FRENCH BOOTEE — before you 
plan your 1949 Rubber Footwear Promotions. 


... NO resistance at the Fitting Stool — 
--- Easily Sold because Easily FITTED. 


THE Cambridge RUBBER COMPANY 


CAMBRiDdDBGE 39,MASSACH US ETT S 
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Stockings 


to match her open footwear 


For Summer, and again for Fall, open 
footwear styles will be prominent in the 
fashion parade. Prim's three 

new hosiery styles are created 
expressly to flatter these attractive 
shoes. Featured and sold 
together, this happy combination 
of shoes and companion 

stockings will gain customer 
appreciation, increased sales 
and profits for you. 









THE 400-SEAMFREE SANDAL NYLONS 
Sheer beauty for evening wear. High-twist 15 denier, 
400 needle construction with no visible reinforce— 
ments. Seamless accent to very open shoe types. In 
Sashay, Promenade, Do-Si-Do. To retail at $1.95. 











STYLE 415 — BALLERINA SANDAL HEEL 

Prim's fashion favorite for dress-up occasions. 15 
denier, 400 needle seamfree nylon with sandal heel 
and tiny shell toe reinforcing. Especially flat-— 
tering to open-heel shoes. In Sashay, Swingding, 
Promenade, Cakewalk, Do-Si-Do, Pigeonwing. To retail 
at $1.50. 


* 





STYLE 500 — SLEEK LO-SOLE 

Popular shell construction, ideal companion to smart, 
low-cut footwear. 15 denier, 51 gauge with classic 
heel design and small shell toe. Perfect for pumps, 
plain or cut-out. In Sashay, Swingding, Promenade, 
Cakewalk. To retail at $1.65. 


PRIM Hosiery franchises are now available. For information, write or wire 


PRIM HOSIERY, Ine. 
Chicago Office—300 W. Adams St. + General Offices—Chester, IIL. 
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These soft, air 
foam cushions are 
the sales-secret! 





CUSHIONS HEELS FROM 
JUMPS AND JOLTS 











IVES ACTIVE ARCHES 
. GENTLE SUPPORT. 








Cushion Foundation is a 
promotable feature which will produce 
more sales and profits 
these 4 ways 


1. SHOCK ABSORBER HEEL cushions jolts... protects 
nerve terminals. 

2. LIFT CUSHION ARCH gives yielding support. 

3. EACH CUSHION RESPONDS individually to foot ac- 
tion. 


4. STORYBOOK CUSHION FOUNDATION prevents for- 
ward skid, holds foot accurately. 


SSCeoeeeeSSSSSSSSSSeSeeeeeeeeeeeeeeeeese 


July 15, 1949 





95 to 95 
$2 $495. styles 
Nationally advertised in the two most potent mid- 
dle market magazines. .. Parents’ and Ladies’ Home 
Journal in your most active selling season... 
August, September, October. 

More than 150 different styles (these are but a 
few) include Pre-welts, Three-soleGoodyearStitched, 
Cement and Sliplasted shoes . . . cover the complete 
age range .. . babies through preteens. 


Write for a representative to give you all the facts 
on this PROFIT lire. 





STORYBOOK SHOE COMPANY 
t DIVISION OF GENERAL SHOE CORP. * 


NASHVILLE 1, TENN. 
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that are Going Places are 


First Inspired by United Last 


The black calf closed toe pump above is typical of 
the newest soft wall last style created by United Last 

on this height of heel. While this last builds 
a shoe of smart simplicity, it also gives the designer 


—~ opportunity for ingenious handling of the uppers. i 


Raia ¢ When higher heels are desired, look to United 
Last also for the craftsmanship that assures shoes 
of character and sales appeal when 


constructed on the new underslung toe last. 





== Oy intend Lost Company, Boston, Massachusetts 
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DEPEND On fly jth FoR (ich [unusner 


ZELDA 

Block Elk Instep Strap, Imitation Platform 
Black Elk Ankle Strap, Imitation Platform 
M4109 


Net 









Also Instep Strap, Ankle Strap, 
Pump ond Swing Strap in Black Norzon 


H@® n4to9 
185 


Net 








IN STOCK 














CARLOTTA 

Black Kid Suede, Black Kid Trim 
Brown Kid Suede, Brown Kid Trim 
High and Cubon Heels 

S 542 to 9 

M4to9 


450 
Net 























IN STOCK 
NAN f 
All Over Block Split Suede yj 
Brown Elk With Brown Suede Pluy 
Green Elk With Green Suede Plug a 
Red Elk With Red Suede Plug ae 
S 542 10 9 ; Ae 
M4109 Z 


300 
Net 


IN STOCK 














FLEX STEP SHOE CORPORATION 


Kricher, Rogers & Fischer 
Women’s Dress, Sport and Casual Shoes 
20 NORTH FOURTH ST., PHILADELPHIA 6, PA. 


> 


July 15, 1949 








LOOK 
how Poll-Parrot advertising 
helps its dealers sell more shoes! 


Poll-Parrot advertising packs the kind of punch retailers like! It’s BIG 
...it includes 10 national publications, special magazines in 47 major 
trading areas, plus Sunday newspaper ads in 24 other areas! It does a 
real selling job on the nation’s mothers. It “talks” with them all 
through the year in publications that cover every major phase of their 
reading habits. Not only does Poll-Parrot use a Jot of magazines. . . its 
entire program is concentrated on peak retail selling seasons... when 
it does the dealer the most good! It’s a competitive advantage! 

















ads 


in all these LIFE, GOOD HOUSEKEEPING, LADIES’ HOME JOURNAL, PATHFINDER, THIS WEEK, 
ublicat ions PARADE, COUNTRY GENTLEMAN, PARENTS’, BABY TALK, MY BABY AND YOUNG 
P YEARS, YOUR BABY, CONGRATULATIONS, plus ads in 24 SUNDAY NEWSPAPERS! 


this Fall! 











-Poll$Parrot 


AND STAR BRAND SHOES FOR BOYS AND GIRLS 









Roberts, Johnson & Rand « DIVISION OF INTERNATIONAL SHOE COMPANY e ST. LOUIS 3, MO. 
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IN STOCK 

“ 186 Hand-stained 
brown grain Oxford 
on the Drexel Last. #185 
in black Scotch grain. 
Advertised in HOLIDAY 
and TIME magazines 


Wy, 
é cordially in vile You to inspect our new In Stock 


collection of shoes for fall and winter — new patterns, new leathers, new smartness and 
beauty. All forty-five styles are now in the hands of our salesmen. 

There are still a few towns and cities in which Arch Preservers are 
not represented. We shall welcome inquiries from interested retail merchants who adhere to 


the standards in which we believe. E. T. Wright & Company, Inc., Rockland, Massachusetts. 
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UNITED 
FINISHES 


PRODUCTS OF 
B B CHEMICAL CO. 


FINISHES FOR UPPERS 
BOTTOMS ¢ HEELS © EDGES 














When the Box Is Opened... 


Does the Finish Help the Sale? 


HIGHLY competitive selling conditions require that you 
give your shoes every advantage. Match the style and fit 
of your shoes with a finish that does them justice — a 
finish that appears as smart in the retail shop as when it 
left your packing room. 

Time takes a toll of finishes unless formulas are cor- 
rect for every run of leathers. Periodic checks by the 
United Finishing Specialist help you provide the perfec- 
tion of finish your customers appreciate and expect. If 
you have a finishing problem... or want to improve 


your finishes ... phone for a United Finishing Specialist, 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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feature the GREATEST juvenile STYLE LINE 
in America... PARENTS 


COMMENDED 


MAGAZINE 


BETZY CROSS 


giving you the widest variety of youngsters’ 
shoe styles in the country. 






@ OVER 100 STYLES, to choose from! 
CROSS STRAP ANKLET 


Infants, Childs, Misses, Sr. Misses 


@ Lightning-Quick, IN-STOCK SERVICE! 


Black suede, Brown suede, 
Wine suede, Patent leather. 


Gain the terrific asset of 


carrying a popular health shoe line, that’s pre-sold with 










parents and children alike. Benefit from our 
vast selection of styles and colors. 
Keep “Sized-Up” with our fast 


TWO STRAP Sa f — 
pe pce ——— x IN-STOCK SERVICE. PIPED MOCCASIN 


niants, Chiids, Misses, Sr. Misses 





Brown suede w/brown smooth saddle, Seite: satis. Mien 
las dt ade Write for full details today! Wine suede, Grey suede, 
Brown elk w/green smooth saddle, and Brown elk. 

Brown elk w/brown alligator saddle, Infants to retail about $5.00 

Red elk w/red alligator saddle. Childs, Misses and Sr. Misses about $5.50 to $6.50 
Write for full details. 








INLAY 
TWO STRAP 


THREE STRAP Childs & Misses 
Childs, Misses, Sr. Misses 
Brown elk w/brown suede inlay, 
Blue elk w/blue suede inlay, 
Wine elk w/wine suede inlay, 
Patent w/black suede inlay, 
and Brown elk. 


Black suede, Brown suede, 
Blue suede, Green suede, 
and Patent leather. 











ES|CROSS| 


PAT. OFF. 
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*PLASTICS"EDE 
Shoe By 


V 


A 





Use the PLASTICSUEDE Tag. 
lt is your customer's 

assurance of quolity ond 
style at low cost. 





PINE HILL PRODUCTS CO. 
264 FIFTH AVE., NEW YORK, 1 
PHONE: MUrray Hill 9-6470 
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COSMOS SHOE CO. 























HOW LONGINI USES CUSHION CORK 
to add comfort to its Life Guard Arch Support Casuals 


The diagram above shows how the Longini 

Shoe Manufacturing Company, of Cincinnati, 

use Armstrong’s Cushion Cork to make their Life 
Guard Arch Support shoes extra resilient and flexible. 
In the “Teddy” shoe, pictured above, a full-length 
platform of Cushion Cork, *i¢” thick, supports the 
foot from heel to toe. Only a faille sock lining and 
a stitched heel pad separate it from the foot. This 
construction, with its added arch support feature, 
makes a strong, light casual shoe that gives the 
wearer the comfort of walking on soft, springy turf. 


* CUSHION CORK AND FLEXICORK ARE REGISTERED TRADE-MARKS. 


A RMSTRONG‘S SHOE 


BOX TOE MATERIALS ~- FLEXICORK ~- FILLERS 


July | 


5, 1949 


The Cushion Cork used in Longini shoes is made 
of thousands of springy cork particles mixed with a 
sponged binder. Its tiny cork cells contract and ex- 
pand with every step to kelp absorb the shocks and 
jars of walking. Cushion Cork is light and porous, 
too. It helps insulate the foot against heat and cold. 

To build repeat business, offer shoes made with 
Cushion Cork. If you explain its comfort advantages 
during the try-on, a few steps down the aisle > 
will do the rest. Armstrong Cork Co., Shoe {J yan 
Products Dept., 9607 Arch St., Lancaster, Pa. ‘ 






PRODUCTS 


CUSHION CORK -- CORK COMPOSITION 












Style No. 7979 
Men’s Last 
Sizes 6 to 12 






Style No. 5979 
Boys’ Last 


Sizes 1 to 6 






















BELLEVILLE SHOES — 
Nationally Advertised in 
September SPORT and 
OPEN ROAD for BOYS 


DELIVER THIS 
ONE-TWO SALES PUNCH WITH 


DALLEVILLE 


Matching pairs—shoes of identical design for father 
and son—is a Belleville sales idea with plenty of punch! 
With it, you can make more than one sale at a time. 


What’s more, matching pairs by Belleville are made so that 
father and son customers can be fitted with absolute 

= accuracy. That’s because the boys’ size run (1 to 6) 
is made over separate and special lasts from the men’s size run (6 to 12). 


Exactness of fit is just one of the points that gives Belleville Shoes for Boys and Men their superior sales 
appeal. There’s exceptional comfort... rugged construction ... smart style... but most important 
of all, there’s guality—constant and reliable. Three generations of buyers have learned to count 

on that. Belleville Shoes retail profitably in the $5.50 to $9.95 retail price field. For further particulars, 
just drop us a line. 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. + 602 Atlantic Avenue + Boston 10, Mass. 


BUYERS KNOW: “Belleville Shoes are Honest Shoes” 
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TOMAHAWK NO. 12, YUMA..... a beautiful shade 
aS in a leather of unusual character ..... an outstanding 
4 favorite among manufacturers of 


4 America’s finest footwear. 


A wee ed 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U. S$. An's 
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Wrinkle-Free Toe Linings 
AND NO QUESTION ABOUT IT! 








BUILD COMFORT AND SALES WITH *CELASTIC! 


For over twenty years Celastic box toes have brought positive 
toe comfort to men, women and children. The assurance that 


toe linings are permanently secure . . . in one style or one hun- 


dred . . . in one shoe or one million, is the Celastic contribution Box TOES 


to toe comfort. Good will and consumer satisfaction accumu- UNITED SHOE MACHINERY 
lated by year after year of Celastic performance prove that it’s CORPORATION 
good business to provide your customers with the best. BOSTON, MASSACHUSETTS 

* CELASTIC™ is a registered trade-mark of the Celastic Corporation 
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They’re new, they’re fashion-smart, they’re 
profitable best-sellers! Yes, TARSAL- 


TRAVELERS are keyed stylewise and 
value-wise to the buying wants of your 95 
growing girl and young women cus- 

tomers! A complete line, too — in a= 


patterns, materials, soles; including the Bi % 
popular 6-0z. “Travelite” styles. Backed a. 
by in-stock service, and nationally adver- : 
tised in leadin zines. See yo - : 

eading magazines. See your i 


Godman representative or write! 


THE H. C. GODMAN COMPANY Today's most popular 
retai rice bracke 
Columbus 16, Ohio = : 
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IT’S NEW... 


Kapaoy 


My AMPROVED SELLING FEATURES 
AND A NEW STYLE APPROACH 



















/ CONTINUOUS SOLE AT TOE 

BACK: 148 i)\ (1) PROTECTS AGAINST BUMPS 
_(2) PREVENTS TRIPPING 

(3) GIVES “CREEPERS” EXTRA 


NYLON THREAD STITCHING 
EVERYWHERE FOR 
TRUE MOCCASIN MORE STRENGTH AND 

WRAPAROUND COMFORT, LONGER WEAR 


“design and construction patents applied for 


to retail at $4.50 





write to SANDLER OF BOSTON, junior division .. . BOSTON 19, MASS. 
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SIDE LEATHER 


Velka is a mellow leather, soft and strong, 
easy on little feet ... and easy to work in tiny 
sizes, too. Youngsters and mothers both 
like Velka’s pretty colors... and they 
offer you an added selling feature for your 
children’s styles. We'll be glad to send 
you samples of Velka’s complete 


and authentic color line. 


COLONIAL 
TANNING COMPANY, Ine. 
Boston II, Massachusetts 
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NEOLITE makes any 


BETTER SHOE STYLE FOR WOMEN... 














NEOLITE helps retain the shape of 


the shoe . . . brings out those smart, 
flattering lines . . . provides extra | 
daintiness at the instep. No other 





shoe soling material gives a more 
beautiful bottom finish or takes a 


more beautiful edge. 






SE amr ac ae ork 
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BETTER SHOE WEAR 
FOR CHILDREN... 


Young, active feet can run, romp, 
and race all they want—NEOLITE 
can take it. It outwears leather over 
2 to 1... saves money on shoe re- 


pair bills, too. 
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shoe a better shoe! 


BETTER SHOE COMFORT FOR MEN... 


















NEOLITE is light in weight and thick- 
ness—so flexible it needs no break- 
ing-in. 25 steps prove it! Your men 
customers will really go for the 
springy-to-walk-on comfort, the 


casual ease of NEOL! 





vee core a a me ee 
a ee em ce me EUS NS EG CRS 


O HELP your selling efforts, NEOLITE is running the biggest, 








MARK 
THIS MARK! 


Without this name 
it’s not the same! Insist on 
genuine NEOLITE! 


most powerful advertising campaign ever put behind any 
brand of shoe product. Full-color, full-page ads in Life Maga- 
zine reach 26,000,000 readers regularly! 50,000,000 hard-selling 
radio messages every week on leading stations from Coast to 
Coast pre-sell NEOLITE to your customers. 








So stock up—specify NEOLITE Soles on all your lines for better 


business all the way around! 


NEOLITE SOLES 


MEOLITE T. M.—THE GOODVEAR TIRE & RUBBER TOMPANY 


by GOODFYEAR 
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GERBERICHS ' The Line With A Future 











} — Long In SIZES And PROFITS 








SERVICE and sizes go hand in hand with Profits, building a continuing business for 
Gerberich Dealers. They get their customers young with well-made, correctly styled 
shoes for little fellows in Youths |2!/>-3 and keep them loyal straight through to college 
with Boys’ 1-6 and Big Boys’ 6!/2-11. 


No wonder Gerberich's are America's most popular line of boys’ shoes. No wonder 
such a large percentage of Gerberich boy customers graduate into the men's depart- 
ments of those Dealers who took such good care of their boys’ shoe requirements, 






YOUTHS 


12l/>-3 


BOYS 


1-6 


BIG BOYS 







GERBERICH- 
PAYEE SHOE CO. 

















As NATIONALLY ADVERTISED in the JULY, 1949 issues of AMERICAN JOURNAL OF NURSING and R.N. (Registered Nurse ) 


PREFERRED 
LE ite) Dre 


N.1.T. MODEL DELUXE MODEL 


Nurses in Training Hunt-Rankin's Top Grade 
White Giovelk. Duflex Nap White Bucko. Brogandi White 
White Sole and Spring Heel. Crushed Kid. Duflex Napline 
Also made with 1042/8 White White Sole. 12/8 White Heel 
Heel and Sole. and Toplift. 


$795 & $895 


(in Canada— $1095 & $1195) 


REG U S&S PAT OFF AMD Camaca 
* 


Young, 


THE CLINIC SHOE 
fet Young, Women. in White 


SMOOTHIES MODEL COOLFUT MODEL 


Brogandi White Crushed Kid. White Glovelk. Dufiex Nap- 
Dufiex Napline White Sole. line White Sole. 12/8 White 
12/8 White Heel and Toplift; Heel and Toplift. 

also leather sole. 


Catalog showing all Clinic Styles will be sent on request... together with name of your nearest dealer. 


THE CLINIC SHOEMAKERS 
of Shell Building . . . St. Louis 3, Missouri 


/ 
*3-to-1 preference over next most 
popular brand revealed in independent 
surveys conducted by the nation’s two 
leading nurses’ journals. 
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shoes sell easier 




















— with soles by 































































































































































































































































































































































































PAT. OFF Founded 1837 






Fine Soles for kine Shoes 





ALFRED HALE RUBBER COMPANY NORTH ‘OU 


(@) 





4 < > 
THE Go mi © LEAT HER GO Sr EAN ¥ 
GIRARD OHIO 
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TWO TIMES BEST 
a -on Oo ee 8 2 


oC 


Outwears at least two leather soles 








Hes Mad / 


He had to go back 
to school without 
GRO-CORD, 
CORD -ON-END 
soled shoes because 
the dealer in his 
neighborhood did 
not order enough. 













Be prepared to be the shoe center in your community 
when those kids head back to school. Sell them the 
best .. . sell shoes with GRO-CORD, CORD-ON-END 
soles! These long wearing, non-slip, weatherproof 
soles give so much customer satisfaction that repeat 
sales are almost automatic, and your new customer 
list grows and grows. Get ready now for greater 
profits in August and a RO GRO- 


CORD, CORD-ON-END 
eer oD 


soles when you next order 
CORD-ON-END 















shoes. Almost every qual- 
ity shoe manufacturer 





can supply them. 


Other Famous BRAND NAME SOLES 
of the Gro-Cord Family 


The finest industrial sole 
made today. Stout cord and 
DuPont Neoprene are com- 
bined to uce a sole that 
—- 





ustics, acids, he heat yoy 
NON-SLIPPIN: 
GRO 
CORK 
SOLES 


Ideal for children’s, boys’ 
and men’s shoes. This flex- 
ible, shock absorbing sole 
al made of natural rubber 

ted with genuine 
a ght weight; weather- 
proof; slip resistant; long 
a won't pick up 

ips; non-marking. 


RAW-CORD 


The best known name, and 
the finest competitively 
priced cord construction 
sole. Affords good wear and 
all-weather protection. Style 
3052, brown (no 


USE THESE SALES HELPS en rene 
Smart looking, sales producing 
folders which can be used as KING ‘'B”’ 
envelope stuffers with invoices, 

hand t pi ' Sportsmen of all kinds really 
aietie sora to an advantage Kent er section of po Fae 

Ss genu -on- 

pete Negroes attention getting end construction, ‘is nen. 
easel. Occupies a small space; lly wears. The ; iiok: 
made for GRO-CORD, NEO- is smooth. —_ gute 9 


CORD or GRO-CORK. GRO- 
CORD oe Pn _ for 

men’s or boys’ nd for your 

supply of folders and display GRO-CORD RUBBER of o 
boards today. THEY'RE FREE. sani dian 


Cenadion Piont: 
Exclusive manufacturers of official Boy Scout soles in the GRO-CORD RUBBER CO. of CANADA, LTD. 
United States and Canada Tillsonburg, Ontario 



















































dream-stuff.. qe 





Dolores Parker models NORZON acces- 
sories for the August cover of “Calling All 
Girls” — and for the August NORZON ad! 





Almost 1 MILLION teen-agers will 
see this exciting coordination of budget- 
priced NORZON shoes, hat and bag in 
the August issue of “Calling All Girls.” 

Designed under the personal super- Pyramid Leather 
vision of Nancy Pepper, Fashion Editor about $393." 
of “Calling All Girls,” these accessories Ritter Weis 
are sure-fire Teen Bait! They were en- — 
thusiastically received by manufacturers 
and buyers at the recent Back-to-School 






Scalloped calot 
by Debway Hats, 
Inc., about $2.95. 






Bag by 





Here's a “pinch-me — I'm “a 


NEWSMAKER FASHION SHOW. dreaming™ fashion discoy ery! R j 
One store in each city will be selected oe “ry: Revolutionary. new NORZON 
to feature this outstanding promotion of abric. used by top-flight makers for the dreamiest accessori 
NORZON .. . the most promotable, at the tiniest Prices ever. Looks like Ieoct “ogy 
profitable, prestige-building fabric in- i aaa » usctous suede, wears like 
ereduced in many a moon. £f “ole” iron. In mouth-watering Fall colors that stay new 
Make certain your store profits by the with a flick of a damp cloth. Look for history-makie. vs ; 
Teen-Age demand for shoes and acces- fabric in hats, bags ; Story-making NORZON 
sories of NORZON. Write for details tac 
today — or directly contact the manu- Look for thes tag — it identifies acc 
facturers listed on the ad. Dramatic pro- cee “lana 
motional helps are available. Complete Manning Corporation for ropes f- 


Fall NORZON color book on request. 


| J 
NORZON fobric is 
distributed solely by 


* ; ; : 
HILLIPS-PREMIER CORPORATION eee cone 
NelinalDisiribulor for Prominent Marifaclurers $e ts electoconted pile fabrics 
186 SOUTH STREET, BOSTON 11, MASSACHUSETTS + HAncock 6-3350 


BEHR-MANNING. TROY, N.Y 


NORZON fabric is d 
istributed solely by Philli 
y by Ps-Premier Corp., Bost 
os on, Mass. 
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shoes 





are gong 
back to 


school! 


Yes, America’s co-eds are insisting on Flite-Step quality, style and value! And Flite-Step’s “‘extra features” for 
you, too, means you'll make more sales and more profits this Fall season! Flite-Step offers a full range of 
dress, sport, casuals and correctives to reach all your customers, and a complete “‘in stock’ service for your 
convenience. Write today for our ‘‘Back-to-Schoo!” Catalog of styles and prices. 





IDEAL SHOE COMPANY « Cor. 4th & ARCH STS. « PHILADELPHIA 6, PA. 
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No matter what ratio you stock open and 

closed toe shoes, remember this: Lastex will add 
immeasurably to the saleability of both types. 
Long missing (and missed!) from the shoe 
scene, and now at long last both available and 


in demand, Lastex is the sales tonic you 





are looking for. Certainly... 


open or closed 
any shoe is a better shoe 


elasticized with 





... the miracle yarn that makes things fit 





An elastic yarn manufactured exclusively by 


UNITED STATES RUBBER COMPANY «© 1230 Avenue of the Americas, New York 20, N.Y. 
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a ee 
makes a perfect match 


Here’s a fashion of the future that points 
up the distinction of its design through 
the texture contrast of two color-matched 
Colonial leathers— Colonial Patent and 
Colonial Silka Suede. 


2 

fe-two leathers offer you infinite possibilities 
re Fs . . 

fashion setting designs. We shall be glad to 
fd you color swatches of both. 

ia 

a 

COLONIAL TANNING COMPANY, Ine. Beprial for the best Patent Leather shoes 
Boston 11, Mi husetts 








Mom tells them to ask for... 


AVONITE Soles keep shoes in shape, preserve their good 
looks all through their extra life. That’s because 
AVONITE is a modern material, scientifically created 


just for shoe soles. 


Display shoes the AVONITE way, with one 
shoe sole side up. And ask your manufacturer 
for this four-color window display for attention 
getting tie in with AVONITE’S national 


ad ertising in 


LIFE | \IADEMONELLE I Seventeen 








not on all shoes 


just the best ones 


LIFE TELLS 
MILLIONS 
THE SAME STORY...AGAIN IN THE ISSUE OF AUGUST 29th 


With 26,000,000 people reading Life magazine there’s bound to be a big 
response to AVONITE’S advertising. Make sure you supply your Life reading 
customers with shoes with AVONITE Soles, the firm, tough, lightweight soles 


with more than twice the wear of leather. 


AVON SOLE COMPANY + AVON, MASSACHUSETTS 







SOLEMARK 
of QUALITY 









Pz t:: ge 2 One 


AVONITE protects foot and body health 


Waterproof, weatherproof, for toughest wear. 





AVONITE needs no breaking in AVONITE soles are non-marking 


Flexible, comfortable, ideal for the whole family. Dance on them, play on them, work on them, they'll never mark floors. 


PIONEERS OF QUALITY AND SPECIALISTS IN THE PRODUCTION OF FINE SOLE MATERIALS FOR THIRTY-EIGHT YEARS 








+ + + + + + HH 


Wal 
COMBINATION 


WIETILG 


give you these 8 
Shoemaking Advantages! 


Acts as filler through shank area 

Provides firm, broad base for outsole leveling 

Gives fullness and character to finished bottom 

Makes possible accurate, quick insertion 

Provides positive locating of steel or wood shank piece 
Maintains uniformity with every pair 

With long heel style, affords tighter joints at heel breasi 
Leaves insoles free from prong or tack point penetration 


FOR the maker of welt shoes . . . United 
suggests Combination shanks, finest for this 
type of footwear because they impart so many 
extras in addition to reliable support. Precision 
fitting, characteristic of all United shanks, is found in both the 
cover and the steel (or wood). 


For greatly improved shoemaking, try United Combination Shanks. 
Ask your United man about a 
shoemaking trial with a Com- 


bination shank individually United Shoe Machinery Corporation 


suited to your shoemaking. BOSTON, MASSACHUSETTS 








SPEAKING 
OF 


UNIFORMITy 








makes you 


think of 
onco 
insoles 








“Like peas in a pod” only begins to describe the uniformity of shoe-making 

characteristics offered you by Onco—and assured by strict laboratory controls. 

Other advantages include economy . . . stronger internal ply strength . . . marked 

resistance to wear —not to overlook the comfort and flexibility that turns customers into friends. 


For the manufacture of top quality, high grade or popular priced shoes, 
Onco is the smart choice in today’s market. Once you specify Onco— you'll specify it again. 


ONCO S BASE 
for sock Linings and Heel Pads — 


ONCO PLUMPER STOCK for backing 
and reinforcement purposes—all are 
products of 


BROWN COMPANY 
500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
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ONE-COMPANY CONTROL FROM RAW MATERIAL TO 
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THE ENCLUSWE 


CHILD DEVELOPMENT 
GUIDE 


NUMPING UAC Kos 


= £Yinr ee EN _ ated 
FLEXIBLE ci geS FOR Hngy WEAR 
oS CC 


SALES DEVELOPMENT 


Here is another Jumping-Jack tool designed to 












increase Jumping-Jack dealers’ sales from 
coast to coast. Every new mother will want 
this remarkable, complete, ‘Child Devel- 
opment Guide’’. Keeps accurate weight 
and height record of child on face of 

- card and shows what normal height 

_ and weight should be for all ages. 
Back of ‘Child Development Guide’’ 
chock full of valuable information 

_ for new mothers regarding 


child upbringing. 






Write today for full inf. ti pplied 
complete with dealer imprint on envelope 
and on “Child Development Guide.” 








Ae 


FOR ALL CHILDREN 6 MONTHS TO 4 YEARS 


Soe. 


VAISEY-BRISTOL SHOE COMPANY, INC. 


ROCHESTER 3, NEW YORK 


We ae eee es © £2 6 Pease AN. BAAN E 
MADE IN CANADA BY THE SAVAGE SHOE COMPANY, LIMITED ®@ PRESTON, ONTARIO 
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ALWAYS FORWARD! 





—Like a magician at work, keeping a steady pat- 


ter of words to focus our attention on one hand 


while the other performs the trick — — — 

—So the communist magicians keep shouting 
about the evils of capitalism and big business to 
keep our attention from the fact that :— 

—Big business is actually small business—owned 
by millions and millions of men and women 
throughout the country. 

—People who own not thousands of shares each, 
but just a few shares of stocks in business. 

—For instance, in General Motors, 34 percent of 
all shareholders own from 1 to 10 shares. 

—In the words of Henry J. Taylor, radio com- 
mentator, “Are these the privileged few that 
the communists are hollering about?” 

~-Big business owes a great part of its bigness to 
the small men and women investors who had 
faith in free enterprise, who believed in the 
sharing of responsibility for the success of 
business. 

—In a big country like ours, bigness is the most 
natural result. 

—Bigness, and smallness. too, helped win the last 
war. 

—It helped establish the highest and finest stand- 
ard of living in the world. 

—Every business in this country wants to grow 
to be big. 

—That’s the American spirit and you can’t stop it. 

—The only thing wrong with America is our rest- 
lessness, our irritation when things slow up a 
bit—and that isn’t really a wrong. 

—We're going through one of those economic 
spasms right now. 

—But it won’t last long—you can’t stop America’s 
forward march. 


EUs ore 


President 
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“COULDNT 00 
WITHOUT 
JUMPING-JAGKS” 


SAY DEALERS FROM 
COAST TO COAST... 







For getting “NEW CUSTOMERS” 

...and keeping them... Jumping-Jacks 

are without equal. Every pair sold 
brings new business... 
children love ‘em... 
mothers and doctors 


recommend ‘em. 


SOME VAS 


1 EYi ares EDD OED 





VAISEY-BRISTOL SHOE COMPANY, INC. 
ROCHESTER 3, NEW YORK 


MISSOURI 


SKOWHEGAN, MAINE 
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The Fi limabeim Shoe Company : Chicago « Makers of fine shoes for men and 
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Sturdy as a ski boot. easy 
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Mi guse 
Newsreel ....... 


Recent complaints to members of Congress regarding harmful competition 
from the nationalized Czech footwear industry are receiving considerable atten- 
tion in the executive departments of the Federal Government. The complaints are 
aimed largely at the reciprocal trade agreements, concluded last year at Geneva, 
which further cut U. S. tariffs on footwear items. 

However, the official government position is that at the present time 
the volume of imports from Czechoslovakia offers no serious threat to the 
American industry. Still the government is not unaware of future danger and 
agrees with the complaints that the situation must be closely watched. High 
government officials pointed out to BOOT AND SHOE RECORDER that with a national— 
ized industry in Czechoslovakia the government could, if it so desired, immedi- 
ately reverse the direction of its exports from East to West by merely giving 
such an order. Such an industry can also do anything it desires in regard to 
price, since there is no need to worry about labor costs, transportation costs, 
and all the other factors which business in a free enterprise economy must 
consider. 















































Along these lines, official Washington says that it has no information 
regarding newspaper reports of extensive sabotage at the huge Bata shoe works 
at Zlin, now a part of the nationalized industry. 
eo: | 2 


The Federal Trade Commission recently struck at deceptive marking 
which tends to indicate that footwear has been made under military contract, or 
is military surplus, when this is not actually the case. 

During the war, service personnel recognized the high quality of 
military and naval footwear and attempted to continue buying shoes of this type. 
However, many such purchasers have been slightly victimized by shoes handled in 
such manner so as to lead to the belief that they were actually made under 
military contract. Any such cases that are brought to the attention of FTC are 
promptly investigated. 

In the case in question, FTC announced that a New England manufacturer 
had stipulated with the Commission that he would discontinue stamping shoes with 
the U. S. Navy symbol "NXSX" or using any other means which may tend to create 
the erroneous belief that the shoes are made under contract with the Navy or in 
accordance with its specifications, or that they are Navy surplus. 

The symbol is used by the Navy Bureau of Supplies and Accounts as a 
designation for contracts for the purchase of Navy shoes. 

& & &@ & & 


The retail shoe trade, particularly that segment operating repair 
departments, will also be interested in a Federal Trade Commission sponsored 
trade practice conference for the leather and shoe finders industry. Portions 
of this industry have been accused of unfair trade practices and in a number of 
instances the Department of Justice has filed antitrust suits. 

The trade practice conference, scheduled for July 13 at the Hotel 
New Yorker, new York City, was called at the request of members of the industry 
centered around Chicago, Philadelphia, and the New England area. However, all 
members of the industry are invited to participate in the conference. 

A long-established FTC procedure, the trade practice conference will 
afford industry members an opportunity to “cooperate with the Commission in 
formulating comprehensive trade practice rules designed to promote free and 
fair competition and to prevent trade abuses. Following the conference, a 
draft of proposed rules will be made available and a public hearing scheduled 
at which all affected or interested persons [TURN TO PAGE 113, PLEASE] 
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(e Mode Art version) Fai a a : i 




















Here is where the value of the manufacturer, the shoe and the 


store combine. Here the real decision is made. That is 


why the entire Mode Art operation revolves around this keystone. 


Heard the Mode Art Story lately? A card will bring 


your salesman with the new facts pronto! 


9.95 10.95 « Dealers Everywhere 


MOULTON-BARTLEY, INC. 


710 North 12th Street St. Lovis 1, Mo. 
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ROBERT L. HUFFINES, JR., presi- 
dent of Burlington Mills Corpora- 
tion, New York, says: 

“We. who produce for the masses, 
must continually seek out new ways 
to serve them. We must search for 
new products which will add plea- 
sure to their living and simultane- 
ously we must make a concerted ef- 
fort to educate them to take advan- 
tage of the opportunities with which 





— a en ao 
we present them. I doubt that there 
is any successful major enterprise 
in America today which is not con- 
tinually seeking new ways to bring 
more good things to more people. . . . 

“I think it unfortunate that seem- 
ingly well informed people have 
overlooked the inseparable partner- 
ship that exists between big busi- 
ness and little business, and appear 
intent upon pitting one against the 
other. It seems even more ridicu- 
lous that there are people who ac- 
cept the philosophy which main- 
tains that big business would like 
to gobble up little business when, in 
fact, big business badly needs little 
business as its chief customer. This 
chain 
from the producer to the retailer 


economic which stretches 
who is within easy reach of every 
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WE the oy? 


one of our 150,000,000 Americans 
is one of the chief characteristics of 
our American system and every link 
has an important function to per- 
form. 

“The fact that we in America 
have been able to provide the in- 
centive for people to engage in busi- 
ness, large or small, is the un- 
derlying cause for our greatness. 
Opportunities continue to grow 
broader. Despite all that has been 
done, the frontiers of bringing more 
things to more people can still be 
pushed further.” 

* * * 
MAX SOMMER of Sommer & Kauf- 
mann, San Francisco, says: 

“Those shoe buyers who are plan- 
ning on doing a fifteen per cent 
lower business this year than last, 
will probably exceed their antici- 
pated business decline by ten to fif- 
teen per cent. On the other hand, 
those aggressive merchants who are 
planning for a ten per cent increase 
will see their business show a fif- 
teen to twenty-five per cent increase. 

“Two years ago, the hard goods 
were being snapped up by the pub- 
lic. Now it is the soft goods that 
are in demand and that means that 
we, in the shoe business, have an 
excellent chance to do a real job; if 
we are smart enough to give the 
public what they want at the prices 
they want to pay. 

“All evidence today proves we 


are giving better shoes for the same 
money than we have for years; and 
that means, in all reality, that we 
are lowering the prices in giving 
them a better product. We see a 
definite trend in this regard, as the 
shoe industry is bringing out the 
best looking shoes in its history. 
Very few buyers are looking for any 
price reductions for this Fall sell- 
ing, as there is little chance of labor 





or material costs being reduced. All 
signs point to as many shoes being 
sold in 1949 as in 1948, with the 
production being under last year’s 
figures. So there may be a short- 
age in some types of shoes for next 
Fall.” 
* * * 

WHO ARE THE SHOE retailers’ 
most potential customers? W. B. 
Coon Company of Rochester, N. Y.. 
answers: 

“The mothers and daughters of 
the community. Then there are the 
school teachers, whose duties re- 
quire long hours of standing in 
classrooms. They have proved their 
good taste in choosing classroom 
shoes that are free from frills but 
are sticklers for quality and comfort. 
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That is where smart staple shoes go 
to the head of the class. 

“Members of the nursing pro- 
fession— young and old alike — 
know the value of foot health. Long, 
wearisome hours upon hard floors, 
taught them that quality shoes, cor- 
rectly fitted, regardless of price, are 
their only salvation. That is why 
good, staple, duty shoes earn a top 
priority spot on the nurse’s list. 








“Housewives of all ages, whose 
many arduous duties keep them con- 
stantly on their feet, lead the na- 
tional parade of shoe enthusiasts. 
Their patronage is most valuable for 
they are the purchasing agents for 
their families and their judgment is 
heeded. Fit them correctiy, and 
you'll have won the shoe patronage 
of the whole family.” 


* * a 


NATHAN HACK, of Detroit, 
Mich., and Santa Monica, Calif., 
takes up the theme: 

“We ‘orthophanatical’ shoemen 
will have to get down to earth and 
mingle with the crowd that foots the 
bill. I have taken a survey among 
women employed in __ hospitals, 
beauty parlors and in offices, young 
and past middle-aged gals, all of 
whom appeared to be foot conscious 
but not ‘unconscious’ enough to sub- 
mil to the ordeal of wearing nine- 
teenth century orthopedic shoes in 
this enlightened twentieth ceniury. 
Few, yes, very few, mentioned price. 
This tells the story why 85 per cent 
of our so-called weaker sex have 
tired feet, of which more than half 
are actually impaired, while less 
than 5 per cent of our adult popu- 
lation wear corrective shoes. 

“The lesson is clear. We've got 
to discover the secret of dressing up 
corrective shoes, sugar-coating the 
prescription, as it were. Perhaps 
the means lies in converting play 
shoes to our purpose—by the addi- 
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tion of corrective features. I don't 
know, but some alert manufacturer 
will figure out something to bring 
comfort to the 80 per cent that now 


shun our type of shdes.” 
* * = 


(HARLEY CHASE of Gorham’s, 
Rock Island, Ill, says: 

“How true that shoes well dis- 
played and advertised do a better 
job in selling, along with a neat 
department. In addition to all this, 
however, you must know your mer- 
chandise and what to offer to the 
retail public to suit their need. 

“As the Boot anp SHOE Re- 
CORDER has often pointed out. fit- 
ting is of prime importance. Too 
many salespeople take the path of 
least resistance in fitting shoes by 
taking for granted that the shoe cus- 
tomer is wearing the correct size. 
Ii salespeople would take a minute 
to check the customer’s foot struc- 
ture as to bone alignment, etc., 
measure both feet (as we have all 
been taught to do) then, with 
proper fit of the desired shoe (or 
the nearest to it) and sales psychol- 
ogy, the sale is made.” 





B. J. GROSS, owner of the Stuart 
Shop Shoe Salon in Casper, Wyom- 
ing. says: 

“The trend is for very colorful 
footwear this coming Fall.  Inci- 
dentally, our Western women are 
just as style-conscious, and go in 
for shoes that are just as high fash- 
ioned, as any other women any- 
where in the country. 


Lh 
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“I’m happy to note that shoes are 
better now than at any other period 
since the war. There is better work- 
manship, finer materials and closer 
attention to details, 

“T believe in watching my inven- 
tories and keeping good, clean mer- 
chandise. I never buy for more 
than a sixty-day period at a time. 
This keeps the flow of shoes new 
for a never-lagging interest.” 





“Your squeaky shoes onnoy me. When you go home soak them in the bathtub.” 
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Step on the Sales Accelerator 


IN the REcoRDER of July 1, reference was made on 
this page to the part that manufacturers and merchants 
themselves can play in shortening the duration of the 
present recession and easing its impact through the 
application of sound economic principles in the con- 
duct of their businesses. 

It seems wholly superfluous in this connection to 
offer the suggestion that businessmen should do what 
they can to maintain their volume of sales at or near 
the high point reached during the period of expansion. 
Obviously every business executive wants to do that 
and it would seem natural to expect that every business 
man will put forth his very best efforts in that direc- 
tion. But before we take it for granted that such is 
the case, perhaps it would be well to examine the facts 
as to just what is being done to maintain maximum 
sales volume in shoes. 

Whenever the question of sales comes up for con- 
sideration, it is natural to think first of the efficiency 
of the selling organization and second of what is being 
done in sales promotion to aid and facilitate the ac- 
tual efforts of the salesmen. Every merchant, manu- 
facturer or sales executive should be asking himself 
today how efficient is the performance of his sales 
organization. What can he do to make it perform even 
more efficiently? We have heard much of the lassitude 
and indifference that easy selling engendered among 
sales people in wartime and during the early postwar 
period. We believe that much has been done to cor- 
rect that situation, but there are matters like courtesy 
and consideration of the customer’s interest that still 
call for correction. These matters should receive imme- 
diate attention in every shoe store where they exist. An 
effective sales training course or series of sales meet- 
ings is the best approach. Shoe salespeople are intelli- 
gent and well informed; most of them will be quick 
to recognize the importance of their function in today’s 
distribution setup, plus the fact that their financial fu- 
ture depends largely on their own efforts. 

Most business people spent money freely for all kinds 
of advertising and promotion to back up the efforts of 
their salespeople during the war and in the early days 
of the postwar boom. If there ever was a time when 
sales promotion might have been curtailed without im- 
mediate ill effects then would have been that time. But 
profits were easy, everybody was spending money and 
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advertising budgets were increased, often without too 
much regard as to whether or not the money was be- 
ing spent to the best possible advantage. 

Then, more or less gradually, the situation changed. 
Business became less easy to get. More sales effort—and 
PROMOTION—were needed to produce the same re- 
sults or even to approach them. We think that shoe 
salespeople, by and large, are working hard today be- 
cause they know they must. But are they getting all 
the support and assistance they need through more 
and better advertising and sales promotion? In some 
cases, possibly, yes. In more cases, we believe, adver- 
tising and promotion budgets are being scrutinized 
more closely than ever before for reasons of economy. 
In too many instances, we fear, they are being cur- 
tailed at some points where right now they should be 
maintained or increased. Some instances are pointed 
out in John Reilly’s article, page 48 this issue. 

We grant the need for economy in business manage- 
ment today. But where can economy be practiced with 
best results and least damage to the progress and pres- 
tige of the business? Certainly not in the field of sales 
promotion, for selling forms the very life blood of 
any business. Because break-even points are high, it 
doesn’t mean that you should undertake to lower them 
by sacrificing some of the sales effort that might en- 
able your business to break even and show a profit. 

If you have been squandering money foolishly or 
unwisely in your sales or advertising departments, that’s 
another story. But how many shoe firms have? Don’t 
cut your promotion budget across the board just for 
the purpose of getting your operating costs down. Look 
it over carefully, figure out what is productive, cut 
out the waste if there is any. But spend MORE money 
on the kind of advertising that can produce more sales 
and help you show a better profit. 

Sometimes it takes a lot of courage and determination 
to set a promotion course and hold to it through the sea- 
son or through the year, when business prospects may 
not appear too bright. But it’s only through continued 
selling effort, backed by persistent promotion and intel- 
ligent, consistent advertising that you can hope to at- 
tract the attention and win the patronage of customers 
who need your merchandise and have the money to 
buy it. There will be a lot of those customers in America, 
regardless of boom or recgssion, this year, next year 
and every year thereafter. 
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1949 MAY well go down in mer- 
chandising history as the year of 
the deification of the “break-even 
point.” At any rate, entirely too 
many of us, manufacturers and re- 
tailers alike, are making a god of 
that mysterious figure which marks 
the difference between a profit or 
loss. 

To the old axiom, 
of business is profit,” no one can 
take valid exception. But, why 
should an arbitrary war-time estab- 
lished figure be held, like the sword 
of Damocles, over all plans for 
progressive merchandising and pro- 
motion? Advertising men, and for 
that matter all proponents of in- 
creasing service within the industry 
are entitled to ask that and some 
other pertinent questions. 

The term “a leveling market” 
which we apply to current business 
conditions is nothing more than a 
polite description for a declining 


“The purpose 


market. The falling off from a 
war-time boom seller's market. 


which we all agreed was inevitable 
and which some of us pragessed to 


believe would be a welcome change. 
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has been accomplished in the shoe 
industry with considerably fewer 
headaches than those experienced 
by industry in general. This has 
been due, no doubt, to the basic 
nature of our industry. 

Let’s be frank and admit that the 
shoe industry has been caught in a 
price squeeze between high making 
and material costs and a price re- 
sistance that is doubly strong be- 
cause we supply a basic cost of liv- 
ing item. The question can still be 
asked, “What are we doing to sell 
the increased production which we 
are all anticipating this year from 
the industry? What energy, intelli- 
gence and dollars are we expending 
at the retail level to create demand 
for those extra pairs?” Unfortun- 
aiely our record since the war has 
not been a bright one. In recent 
months it has approached the shame- 
ful from an advertising and promo- 
tion standpoint. To be _ brutally 
frank, many of the dollars that had 
been allocated to advertising and 
promotion to sell more goods had 
been expropriated to lower the 
break-even point and both manufac- 








turers and retailers have been guilty. 
What is even worse, some retailing 
operations, notably the larger ones, 
have already, or are considering, 
curtailing services to the same un- 
justifiable end. With a bigger and 
more vital job than ever to be done 
ix converting purchasing power into 
purchases, we are siphoning off the 
pennies allocated for advertising to 
make bad “first half” figures look 
better. What will happen during 
the third and fourth quarters if such 
practices continue is anyone's guess. 

Recently we sat in a meeting dur- 
ing the course of which a request 
was made for a modest appropria- 
tion of some $10,000 for advertis- 
ing and promotion. The manufac- 
turer, whose yearly volume was in 
the millions, looked us squarely in 
the eye and told us that if he ap- 
propriated the money requested, it 
must come out of his profits. In 
other words, he did not believe in 
advertising as a device to maintain 
his present volume or to create ad- 
ditional sales, but rather regarded it 
as something which if purchased 
must come out of his profit. 
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| o_o Dollars, Like Sales, Are Easy to Get in a Lush Market, But They Are 





More Necessary and Have a Bigger Job to Do When Sales Are Difficult to 
Make. The Zero Hour Is at Hand for an All-Out Promotional Attack to 
Translate “Purchasing Power”, Which Still Exists in Unprecedented 


Volume, Into “Purchases” of Essential Shoes and Also Extra Pairs. 
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by JOHN REILLY 


Leveling Market... 


Recently I asked the sales mana- 
ger of a branded line of men’s shoes 
what had happened to a modest ad- 
vertising program which his firm 
had been pursuing. He told me that 
sixty days ago he received a call 
from his front office instructing him 
to cancel all advertising until his 
inventory of stock shoes had been 
liquidated by a large percentage. 
Seasonal orders from retailers had 
not arrived on time and he was ex- 
pected to work a miracle and re- 
duce his inventory or else. What this 
curtailment meant in actual dollars 
and cents was difficult to say. It 
may even have meant the difference 
between a profit and loss in the first 
quarter figures for the manufac- 
turer, but how was the retailer to 
move his stock unaided by advertis- 
ing or promotion? 

I had occasion to relate these two 
stories to a friend of mine who is a 
prominent merchandiser in the 
novelty field and he countered with 
the following. A friend of his will 
offer to the American public this 
Fall, a new type of game for adults. 
The tooling-up budget for its pro- 
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duction of this game will be in the 
neighborhood of $125 thousand. 
The initial yearly budget for adver- 
tising and promotion will equal the 
cost of its manufacturing set-up, 
with apparently no questions asked 
about the break-even point. And 
yet we are in an industry that makes 
a necessity and not a novelty and 
must battle constantly to get and 
hold relatively small advertising 
budgets. 

After some six or seven years of 
plenty and a rich return from na- 
tional brands, many manufacturers 
are flirting again with unbranded or 
so-called private brand lines. Most 
general line shoe manufacturers 
have always channeled a certain per- 
centage of their products into un- 
branded lines for sale to volume dis- 
tributors, wholesalers, retailers, 
ckains, department stores and mail- 
order houses. It is good economics 
and good manufacturing procedure 
permitting the manufacturer to buy 
materials in volume to maintain 
year-round employment. A _pro- 
nounced trend toward branded mer- 
chandise developed during and short- 


ly after the last depression years. 
Houses which formerly manufac- 
tured literally dozens of indifferently 
advertised and merchandised lines 
of shoes, concentrated their produc- 
tion and promotion on two or three 
brands. The so-called 
plan of organization was set up, and 
although the parent company might 
make and sell a dozen or more na- 
tionally advertised brands, the sales, 
promotion and merchandising of 
each of them was completely au- 
tonomous. Volume making and sell- 
ing was separated carefully from 

their branded line operation. 
Following the example of the old 
general line houses and enjoying 
successful distribution easily ac- 
quired during war-time years, 
smaller manufacturers decided to 
devote at least part of their produc- 
tion to a so-called “branded” line, 
backing it in most cases with small 
scale and limited promotion. They 
reasoned that it would be well to 
have an ace in the hole should their 
volume customers decide to change 
their sources of supply come post 
[TURN TO PAGE 119, PLEASE] 
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Co-ordinated Selling 


Bovprick’: Fine Shoes in San Diego, California, is 
pioneering one of the most intelligent merchandising 
and advertising planning procedures ever devised for 
a retail shoe store. It is a procedure developed in coop- 
eration with San Diego’s daily newspapers, based on 
planning approaches long advocated by the Retail Divi- 
sion, Bureau of Advertising, American Newspaper 
Publishers Association. The plan is a simple and ef- 
fective method of building the entire store inventory 
and planning promotions on the basis of the detailed 
nature of retail shoe store sales. 

This plan involves five major steps: (1) Estimation of 
an annual sales goal on the basis of local market poten- 
tial, and establishing long-term inventory needs on the 
basis of estimated sales. (2) Determination of the total 
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amount of sales promotion and newspaper advertising 
required in order to reach the specified sales goal under 
existing conditions. (3) Distribution of the budget 
among the months of the year in relation to seasonal 
selling opportunity. (4) Division of each month’s bud- 
get among the top selling and related departments. And 
(5) Selection of seasonal and correlated merchandise 
for promotion. 

No other single element in Boldrick’s coordinated 
management and selling plan is more vital than sound 
estimation of sales for the coming year, according to 
General Manager G. Andrew Smith. The sales goal is 
the purpose of the plan itself. Sales of the year before 
are the logical starting point. Indices like population 
growth or decline, changes in buying power. local re- 
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Key to Boldrick’s Success 


Annual Sales Goal Set Up as Prime Objective, With Advertising and 
Promotion Allocated to Achieve Desired Result—Plan Made Subject of 
Case Study by Retail Division, Bureau of Advertising, A.N.P.A. 


tail sales gains or losses, or changes in consumer buy- 
ing attitudes are noted by the store's management and 
applied in revising the sales goal upward or downward. 

There is, however, one characteristic of the planning 
procedure at Boldrick’s, not at all common in the mer- 
chandising philosophy of many shoe stores, which has 
contributed strongly to the firm’s better-than-average 
sales over the past few years: Advertising is given a 
direct responsibility in fixing the size of the goal. 

Since the present management, the San Diego Shoe 
Corp., took over in 1943, Boldrick’s planning has been 
conducted according to the various rises and falls of 
shoe sales in its area. Advertising has played an im- 
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portant role in each. In the period of rising sales, 
promotion was assigned the task of gaining maximum 
continued sales increases. In the period of falling sales 
(retail shoe sales began to decline in many Southern 
California stores in 1947, primarily because of a grad- 
ual change in consumer attitudes), advertising was 
given the job of bettering Boldrick’s record against 
competition, and keeping volume declines at a mini- 
mum. 

But promotion has not been solely responsible for 
the firm’s sales performance. Store modernization con- 
tributed to volume. So did a change in the merchandis- 
ing approach, and the addition of new departments. 
Nevertheless, Mr. Smith assigns a major 
portion of the store’s success to the effec- 
tiveness and careful planning of advertis- 
ing, chiefly in newspapers. 

“Previous to the present management, 
Boldrick’s invested little in newspaper ad- 
vertising. But in 1943, under the new re- 
gime, a program of promotion expansion 
was begun immediately,” Mr. Smith says. 
Each year since, the budget for advertising 
has been carefully increased, always with 
an eye to finding the most favorable per- 
cent-to-sales relationship. As the budget 
figures rose to 4.5 per cent by 1946, and 
newspaper linage climbed accordingly, 
Boldrick’s representation in total local 
newspaper space jumped appreciably from 
.6 per cent in 1945 to 1.3 per cent by the 
end of 1947. The firm feels that this fig- 

[TURN TO PAGE 88, PLEASE] 


[EDITOR'S NOTE: This article is a con- 
densation of a case history published 
and distributed by the Retail Division, 
Bureau of Advertising, American News- 
paper Publishers Association. | 
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THE use and popularity of radio 
advertising has steadily increased 
among retail shoe merchants dur- 
ing the past few years. Along with 
other promotional media, it has 
proved its worth in stimulating sales 
of merchandise. In some cases, it 
has proved superior to other forms 
of advertising. These instances can 
probably be traced to radio’s unique 
personal contact with all classes of 
potential customers. Important, too, 
is the fact that the public generally 
considers all broadcasting “newsy” 
in one form or another. Latest 
styles, special sales and offers are 
almost always considered welcome 
news to listeners. In addition, the 
excellent good will value of adver- 
tising is an important point in its 
favor. 
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WHEN the 


Some of the Problems That Retailers Encounter in Radio 


Advertising and How to Deal With Them — Future 


Possibilities of Television in Footwear Promotion. 


As far as direct selling is con- 
cerned, it is certainly simpler to lis- 
ten to a sales talk than to read one. 
Reading takes effort and under- 
standing. The persuasive and pleas- 
ant voice of attentive ears. Its effec- 
tiveness is almost incalcuable. 


PROBLEMS OF THE RETAILER 


A retailer deciding to use radio 
as an advertising medium is con- 
fronted with many problems. Solv- 
ing these problems intelligently can 
mean the difference between suc- 
cess and failure. Let us try to an- 
swer some of the basic questions he 
may ask: 


WHICH STATION 
SHOULD I USE? 


If there is but one station in 
town, selection, of course, is pre- 
determined. However, many com- 
munities support two or three. In 
this case, there are several factors 
which will influence your choice. 
Among the most important include: 

1. Which station covers the terri- 
tory you desire to reach? Ask each 
station for a FIELD INTENSITY 
MAP, which is supplied free by all 
stations and which show the areas 
reached. Sometimes, a station in a 
neighboring city covers desired ter- 
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ritories better than the one in your 
own town. 

2. Which station reaches your 
own type of audience. Very often, 
one station is more popular with cer- 
tain groups than others. For ex- 


.ample, some may cater to the work- 


ing class while others may appeal to 
the higher financial groups. Here. 
too, the station can supply informa- 
tion which will serve as a guide in 
choice. 


WHICH TIMES OF DAY ARE 
DESIRABLE? 


Sometimes, you will not get much 
of a choice of time with a certain 
station. As a matter of fact, availa- 
bility of desirable time may be the 
determining factor in choosing a 
station. However, assuming that a 
choice is offered, it .is well to re- 
member that the hour is of great 
importance and should be carefully 
considered. Try to coordinate the 
timing of your broadcasts with the 
shopping habits of your town. The 
following table of group popularity 
of hours may be used as a general 
guide: 

From 6 A.M. to 8 A.M.—Men 
(before work). 

From 8 A.M. to 6 P.M.—House- 


wives. 
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From 4.30 P.M. to 6 P.M.—Chil- 
dren. 

From 6 P.M. to 11.30 P.M.—Men 
and Women. 

Sundays, Mornings and Evenings 
—Men. Women and Children. 

In about 85 per cent of the homes 
in America, there is always some- 
one at home who can listen to the 
radio. 

Another important factor which 
will determine the choice of time for 
a program will be adjacent and com- 
peting shows. Before signing a con- 
tract for time, carefully study a sta- 
tion’s programs. Try to obtain times 
between popular shows in order to 
capture the audience which has been 
listening or has just tuned in to 
listen to a show. In addition to 
building up your own audience, you 
will get the benefit of additional 
listeners. Another consideration 
should be simultaneous programs on 
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competing stations. There may be 
stiff competition for listeners during 
that particular time. 


"SPONSORED SHOW OR 
COMMERCIAL SPOT? 


This problem will invariably pre- 
sent itself. You are interested in at- 
tracting a large audience and selling 
your wares. Radio stations offer 
between 5 and 30 minutes (some- 
times an hour) for shows of enter- 
tainment. In addition, they offer 
and sell time for one minute or less 
for commercial announcements be- 
tween the shows of advertisers who 
are not competitive with you. 

The spots being shorter are less 
expensive and therefore can be used 
frequently. Retailers have used as 
few as 10 and as many as 100 spots 
per week. On the other hand, a 
quarter or half-hour show can build 
a substantial and loyal audience who 





will listen to your sales talk atten- 
tively. Which is better? It is a 
difficult question to answer because 
it depends upon the individual shoe 
merchant in his town. Frequent 
spots (about 120 to 150 words for 
one minute) interspersed through- 
out the day may.do the job in some 
towns and for some retailers, better 
than others. Most successful re- 
tailers use a carefully weighed com- 
bination utilizing both spot an- 
nouncements and sponsored shows. 


HOW MUCH MONEY? 


Radio budgets, like other media. 
are usually based on specified per- 
centage of sales. This, too, how- 
ever, varies greatly in the field. 
Some retailers devote their entire 
advertising expenditure to radio 
while others limit the amount to 
only a small part of the total adver- 

[TURN TO PAGE 77, PLEASE] 
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lr the Summer season has proved anything at all, it is 
that window displays are second to no other form of pro- 
motion in their ability to sell shoes—though only when they 
are so designed as to attract attention and, what is even 
mere important, when they are trimmed with styles for 
which there is a real demand at the moment. The selection 
ot window shoes, therefore, has become paramount, and 
timing, too, should be closely watched. 

The Fall selling season may open earlier than in years 
past. Tired of casuals, play shoes and whites, women may 
possibly be in the mood to buy Fall shoes sooner than many 
now expect; and the same may well apply to men whose 
buying has been disappointingly light throughout the first 
part of the Summer. 


Rosenbaum’s, 
Pittsburgh, sold 
708 pairs of 
Troc pumps in 
one week with 
the help of this 
window. Dis- 
played was only 
one pattern in 
two heel heights 
and a wide va- 
riety of colors 
and leathers 

One day’s sales 
were the largest 
in thirteen years 
for the women’s 

department. 


The windows shown in this article were selected because 
they were tested and found to be practical. They met all 
the specifications set up earlier as to attractiveness, types 
of shoes shown and timing. In other words, they sold mer- 
chandise. 

Furthermore. they form a gallery of ideas and while 
smaller merchants might find some of them prohibitively 
expensive, there are features in each which can be adapted 
in a modified, less expensive form. 


Smaller merchants in all parts of the United States are 
keen students of window trimming and are particularly 
interested in successful trims installed in city and large 
town stores. It is by no means uncommon practice for 


A stunt window which 
sold men’s Stetson’s, 
Nettletons and Taylor- 
Mades in the Columbus, 
O., store of Harry J. 
Rook. Each customer re- 
ceived c silver dollar for 
an old pair if they cared 
to bring them in and 
these, in turn, were do- 
nated, in the customer’s 
name, to the American 
Friends Service Commit- 
tee for Overseas Relief. 





Faced with the problem 
of combining a store- 
coined slogan with the 
brand name of the shoes 
featured,F.N.Waggaman, 
display manager of Rich’s, 
F and Tenth Streets,W ash- 
ington, D. C., solved it by 
mounting cut-out letters 
“1-2, Button My Shoe” 
and DeLiso Debs, on a 
conventionalized leaf de- 
sign. Near the center of 
the window, this display 
showed up against a drape 
in the background. 


























Fall... Window Promotions 


merchants to keep scrap books in which are pasted repro- 
ductions of photographs which have been published in , a 
Boot anp SHoe Recorper. These are studied and eventu- Good-Looking Dispiays Are Impor- 
ally, ideas gleaned thereby appear in modified form in 
their own windows. 


tant But Even More Important Will 


Be the Selection of Shoes to Be 
Shown—and When 


Window frames 
supported by 
bricks were the 
fixtures used in 
this window in- 
stalled by 
Clarke’s of 
Peoria, Illinois. 
Furthermore, 
the display was 
not in the store 
window but in 
a nearby build- 
ing under recon- 
struction. Both 
bricks and win- 
dow frames sug- 
gested the con- 
struction work 
going on inside 
and were read- 
ily available. 















For country tweed suits this 
welt stepin, with saddle 
stitching, on built-up 14/8 
heel. An Enna Jettick Walk- 
able by Dunn and McCarthy. 






Throat ornament with but- 
tons is the smart tailored 
note on this suit pump on 
18/8 heel. Laird Schober. 


Very feminine tweed suit in cinnamon and 
black mixture: the jacket trimmed with black 
silk braid and black braid buttons. Note 
slightly shorter skirt and smooth narrowed 
line. The tweed is one of Forstmann’s 
featherweight fabrics. 


Suit Shoes 


HAVE 


Important 


Role 
ror fall 


Tailored Suits Are Feminine and Simple, with 










Shorter, Slimmer Skirts. Suit Shoes Show In- 


Curved outline and decora- 

tive lacing of folded tongue 

give grace to this attractive 

suit shoe on 15/8 heel. Mat- 
rix by E. P. Reed. 


teresting Variety in Pattern and Treatment but 


Remain Tailored in Feeling. 








Pump with d’Orsay outline, 
combines suede with smooth 
leather in unusual vamp. 
18/8 heel. Herbert Levine. 











Flared asymmetric tongue is soft 
flattering accent on this elasticize 
stepin on 17/8 heel. Magic Stride 
by Gregory & Read. 











Crossed straps to give a high 
throat line and an instep strap 
TWEEDS, we all know, will continue to be news in for comfortable adjustment are 
Fall suits. And these will be tweeds that are wearable features of this pretty tailored 
in town with town shoes and accessories. The jackets, shoe. 18/8 heel. Stetson. 
many of them, have fitted backs and the skirts are 
somewhat shorter than in recent seasons and slimmer. 
Front or front and back pleats are used in most of 
these skirts to give comfortable walking room. Some 
skirts continue to have one or more slits for the same 
purpose. A bloused, belted jacket looks new, as do de- 
tachable fur capes shown recently in a high style line. 
“Sleek,” “feminine.” “soft-spoken” are words being 
used to describe the new suits and shoes should have 
the same feeling. Also slated to be important for Fall 
are dressmaker suits in broadcloths and duvetyn. For 
these, of course, you will sell dressier shoes than those 
shown here. 
In general, neutrals constitute the most important 
color family in tweeds and worsteds for suits. (The bril- 
[TURN TO PAGE 94, PLEASE] 


Folded ene three dain- Asymmetric treatment of vamp 
ty petals with puffing through and instep strap makes flattering 
the — makes oe. suit shoe combining smooth and 
feminine suit shoe on 17/8 suede leathers. 17/8 heel. Paradise 
heel. A Panette by Avon. by Brauer Bros. Shoe Co. 
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ashing in on the Cowboy Urge 


How a Tennessee Children’s Shoemaker Accidentally 
Uncevered an Opportunity and, with the Aid of His Shoe- 
Minded Sons, Proceeded to Develop It. 


by F. W. WOOLSEY 





Jessel Cohn, left, and Sidney Cohn, his son who manages Acme’s plant in Clarks- 
ville, in the room where leathers for the firm’s boot output are kept and where 
the senior Cohn sketches new designs for the footgear. 


Aro call of the nation’s cowboys, both the work- 
ing and the Hollywood varieties, probably wouldn't 
recruit enough men to swing a sheriff's election. This 
comparative handful is the only segment cf the U. S. 
population to which the high-heeled Western riding 
boot is a necessity but one company in the cowboy boot 
field turns out close to a million pairs of boots a year 
in its Clarksville, Tenn., factory and somebody is wear- 
ing all those boots. ' 

The Acme Boot Manufacturing company, which 
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claims to be “the world’s largest manufacturer of cow- 
boy boots,” says customers in 46 states are wearing 
its footgear. Only Maine and New Hampshire have no 
Acme retailers and the citizens of those states may cross 
the border into Vermont where there is an Acme outlet. 
As might be expected, the “kid trade” means a lot 
to Acme’s success and counts heavily in production 
figures. The firm has reciprocated by putting the young- 
sters who wear its inexpensive boots on an equal footing 
[TURN TO PAGE 86, PLEASE] 
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Kidskin keeps every appointment with fashion as 





faithfully as it follows every demand of comfort. 
Its subtle lure and rich lustre are eve-catching. 


provocative of admiration. 


there's an easy elegance. a lasting enjoyment in the 


| timeless beauty of shoes crafted in KING KID... . 








the outstanding attainment in quality kidskin. 





KING KID is now tanned in C-O-L-O-R. In women's 
weight — Brown and Blue. Men's weight — Brown Kin | l 
C 
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BLACK GLAZED - BLACK SATIN - COLORED KID 
BLACK SUEDE - GARMENT LEATHER 





Step 


by EDWARD SPASEK 


THERE'S no doubt that brand names 
are important, but don’t overlook the 
importance of brand symbols or trade- 
marks in your advertising. Most suc- 
cessful brand name products have a 
trademark. Identification is important 
in advertising, especially advertising 
that can be seen. Lever Brothers. 
manufacturers of many soap _prod- 
ucts, recently published a pamphlet 
explaining its advertising operations 
to its employees. On one page is a 
list of trademarks of once well-known 
products, but now practically forgot- 
ten because their manufacturers 
ceased to advertise. On another page 
is a list of present-day trademarks 
which a five-year-old child could 
identify. A trademark makes possible 
mental associations with your prod- 
uct, and it is the badge and guarantee 
of the quality of your product. It is 
your sign of merit, and the customer 
recognizes and values it. The crea- 
tion of a trademark for your product 
or store is certainly worth your con- 


sideration. oe 


Dip YOU KNOW that a Russian 
citizen: may not own land—may not 
be tried by jury—may not choose his 
own job—may not absent himself 
from work—may not strike—may not 
picket—may not employ labor—may 
not travel—may not own jewelry— 
may not ring a church bell—-may not 
be friends with a foreigner—and is 
forbidden freedom of speech—free- 
dom of assembly—freedom of religion 
—and freedom of soul? These as- 
tonishing facts appeared in a Ripley 
cartoon, and are worth remembering 
every time a communist or fellow- 
traveler begins boasting about the 
virtues of Russian life. 


= * * 


“é 
How To RETIRE—AND ENJOY 
IT” is the title of a new book by Ray 
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Step _ 


Pertinent Paragraphs on Business Progress, 


Shoewise and Otherwise 


Giles (Whitt!lesey House. McGraw- 
Hill Publishing Co., 330 W. 42nd St., 
New York, $3). This book is not men- 
tioned because we feel that most of 
you are ready to retire, but because 
the preparation for retiring logically 
begins when you are young, as Mr. 
Giles emphatically points out. A 
Business Week editorial reveals that 
“According to Social Security records, 
there are 10 million in the U. S. now 
who have reached the age of 65. 
More than one-half are unable to 
support themselves. Very, very few 
are happy, according to sample sur- 
veys made.” Mr. Giles lists three 
“musts” for establishing satisfactory 
retirement income: (1) You must 
save money systematically; (2) you 
must put that money in safekeeping; 
and (3) your assets must be intact 
at retirement.” The time to think 
about retirement plans is now, not 
when you've reached the age of re- 
tirement. Then, it’s too late. 


* * * 


FAIR ENOUGH ? Tell magazine re- 
cently ran a story about a fellow 
whose two youngsters were constantly 
getting into arguments whenever pie 
or cake was served at the table. Each 
would claim that the other got the 
largest piece. But falling back on 
the wisdom of a Solomon this fellow 
finally settled the problem to the 
satisfaction of both youngsters. Now 
the youngsters draw lots to see who 
cuts the cake. But. whoever cuts it. 
the other may choose which piece 
he prefers. Fair enough? 
* * = 


WHERE SHE STOPS nobody knows 
. . . The latest midyear estimate of 
the U. S. population for 1948 is 146,- 
571,000, a considerable increase over 
the 131.669.000 of the official April 
1, 1940. census, according to the 
Bureau of Census. 


WHAT IS A CUSTOMER? Accord- 
ing to Paul Talbot of the United 
Business Service, “A customer is the 
most important person ever in this 
office—in person, by mail or by tele- 
phone. A customer is not dependent 
on us—we are dependent on him. A 
customer is not an interruption of 
our work—he is the purpose of it. 
A customer is not a cold statistic— 
he is a flesh and blood human being 
with feelings and emotions like our 
own. A customer is not someone to 
argue or match wits with. Nobody 
ever won an argument with a cus- 
tomer. A customer is a person who 
brings us his or her wants. It is our 
job to handle them profitably to him 
or her and to ourselves.” Every mer- 
chant and salesman ought to read that 
—once a day! 
* * 

Goon JOB . . . Shoe stores have 
been taking the handbag business 
away from the department stores 
over the last several years, according 
to Bernard W. Smith, divisional mer- 
chandise manager of Kirby, Block & 
Co., Inc. “In 1936,” he says, “depart- 
ment stores did 50 per cent of the 
total handbag business. Shoe stores 
did 8 per cent. In 1947, department 
stores did 42 per cent of the total, 
while shoe stores did 16 per cent. 
That 8 per cent which the department 
stores lost was taken away, not by 
economic conditions. not by change 
in income, but merely because de- 
partment stores have done a poorer 
job than the shoe stores.” 


* * * 


App DEFINITIONS . . . “Co-ordi- 
nator: A man who brings organized 
chaos out of regimented confusion.” 
“An economist: A financial expert 
without money who has a Phi Beta 
Kappa key on one end of the watch 
chain and no watch on the other.” 
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Fall Advertising Plans and Programs 


Manufacturers Announce Advertising Campaigns for the 
Coming Season and Indicate Plans for Dealer Cooperation 


G. H. Bass to Continue 
Increasing Ad Schedules 


G. H. Bass and Company, Wilton, 
Maine, 1949’s increased advertising 
schedules for Bass Outdoor Footwear 
will continue unabated through the 
coming Fall and Winter seasons. Na- 
tional consumer advertising will ap- 
pear in 20 leading magazines of general 
and sport interest, and the campaigns 
will feature the entire line. Advertis- 
ing to the trade will be concentrated in 
the Boor AND SHOE RECORDER and 
Sporting Goods Dealer. 

A brochure covering dealer mat ser- 
vice is now available and a new edition 
of the catalog is in preparation. Also 
currently available are a full color 
counter display featuring the famous 
Bass Sportocasin for golfers ... and 
attractive flange type signs for Bass 
Weejuns and Bass Outdoor Footwear. 


Bates Will Open Fall 
With Two National Ads 


Bates Shoe Company, Webster, 
Mass., will open its Fall and Winter 
advertising program with two national 
ads: A Phi Bates ad in the August 13 
issue of The Saturday Evening Post, 
and a back-to-school Phi Bates ad in 
the September issue of Esquire. 

Following these ads will be a contin- 
uation of Bates’ policy of monthly ads 
featuring Phi Bates and Bates Orig- 
inals in The Saturday Evening Post. 
Six Footers, Bates’ height increasing 
shoes, will be advertised through a bi- 
monthly program beginning with the 
August 14 New York Sunday News. 

Local tie-ins, which include unique 
displays, a complete mat service and 
radio programs, will be used effective- 
ly. A complete dealer program is being 
presented to Bates salesmen from its 
new Fall portfolio. 


Bloom-Ease Will Feature 
Two Popular Styles 


Bloom-Ease, Inc., Minneapolis, Minn., 
will have its advertising campaign con- 
centrated on two popular styles, one 
of which is the Teep-Ease, high top 
moccasin casual for back-to-school pro- 
motion. A full-page ad on this shoe 
will appear in the August issue of 
Mademoiselle, as well as a quarter page 
ad in Seventeen. To advertise this num- 
ber further, dealers who place any 
pairage behind this promotion will be 
furnished with display materials such 
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as Indian tepees, Indian dolls and other 
materials to make up an effective dis- 
play in conjunction with the ad. 

The other style being advertised is 
the Cuff-Ease which is to appear in 
November issue of Glamour as a full 
page ad in color. This number comes 
in many colors which appear effectively 
in this ad. Newspaper mats and other 
display material are available both on 
Teep-Ease and Cuff-Ease. 


Brauer Bros. Offers Its 
Most Complete Tie-Up 


Paradise advertising plans for Fall, 
1949, by Brauer Bros. Shoe Co., St. 
Louis, Mo., include a complete merchan- 
dising plan built around “Portrait 
Brown.” Ads will be featured in Vogue, 
Harpers, and Mademoiselle, on “Por- 
trait Brown” followed up with news- 
paper mats, window ideas and mate- 
rials, radio scripts, and direct-by-mail 
pieces. This is the most complete mer- 
chandising tie-up that Paradise has yet 
offered and it should prove most suc- 
cessful for retailers the country over. 
Trade paper advertising will be in- 
creased this Fall, pointing out to re- 
tailers the price range of Paradise 
shoes ($8.95-$14.95), and the expanding 
in-stock service now being offered on 
both Paradise dress and casual foot- 
wear. 





ToLaunchFallBootCampaign 


This four-color full-page advertisement 
by Jarman Shoe Company will appear 
in the October issue of Esquire. Four 
color ads on Jarman lines wili also ap- 
pear in Life and Saturday Evening Post. 


Brown Shoe Company 


Buster Brown 

Smilin’ Ed McConnell and his Buster 
Brown Radio Gang will continue their 
successful promotion of Buster Brown 
Shoes over the complete 165 stations of 
America’s strongest network—the Na- 
tional Broadcasting Company. The half- 
hour show is aired every Saturday 
morning. Timed to coincide with back- 
to-school buying is the School Days Jam- 
boree—a special merchandising event 
scheduled for August 20 through Sep- 
tember 17. Buster Brown dealers will 
be provided with a promotional kit, in- 
cluding ad mats, direct mail, radio spot 
announcements, and display cards, 
planned to assist in advertising the 
Jamboree locally. 

A million and a half copies of a new 
Buster Brown Comic Book, No. 18 in a 
series, will be given away by dealers in 
support of the Jamboree. 

In production is a complete fall mer- 
chandising brochure, which will cover 
newspaper, direct mail, and radio ad- 
vertising. This will be sent to retailers 
during Summer months to allow time 
for Fall retail plans. 

National magazine advertising is the 
medium chosen for the Teen Age line of 
Buster Brown Shoes. Four color ads 
will appear throughout the Fall months 
in Seventeen and Calling All Girls. 
These ads are announced to dealers with 
pre-prints of the ads and tie-in news- 
paper ads. 


Naturalizer 

The Naturalizer Division is concen- 
trating its Fall national advertising in 
Life Magazine, with full page, color 
ads. The September 19 issue will carry 
a double page, full color spread an- 
nouncing Naturalizer’s Fit Parade, the 
big promotional event of the season 
scheduled for September 17 through 
October 1. Setting the keynote for the 
Fall 1949 Fit Parade is the Treasure 
Chest, which will be stressed in all pro- 
motional material—display, tie-in news- 
paper ads, direct mail, and radio adver- 
tising. An actual Treasure Chest, of 
clear plastic in modern design, will be 
featured by dealers in displaying Natu- 
ralizer Shoes. 

To assist retailers in local advertis- 
ing, a complete series of newspaper 
mats will be sent, as well as mimeo- 
graphed radio spot announcements, dis- 
play suggestions, price tickets, and pub- 
licity releases. Each Life ad will be 
previewed to the dealer in a unique 
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folder employing a tabloid newspaper 
format. 


Air Step 

Look, Cosmopolitan and Life are the 
magazines scheduled for Air Step ad- 
vertising this Fall. A double page, full 
color spread announcing Air Step’s 
Fashion Fair will run in the September 
26 issue of Life. This important sell- 
ing event, scheduled for September 24 
through October 8, will be announced to 
dealers in a mailing of promotional 
props to assist them in an effective tie- 
in. Air Step retailers are sent pre- 
prints of each national ad, as well as 
tie-in newspaper ads, approximately 
three weeks before the magazine news- 
stand date. This season the mailings 
will take the form of a tabloid size 
newspaper, in which will appear all the 
information and suggestions for dealer 
tie-in, 

A complete series of Fall ad mats in 
various sizes is in process, together 
with radio, direct mail, and pubticity 
material. 


Life Stride 

Life Stride’s Fall national advertis- 
ing will be highlighted with a double 
page, full color ad in the September 
Mademoiselle. The Fall Festival, which 
runs from September 10 through Sep- 
tember 24, will be announced in this 
issue. Dealers will receive a brochure 
of tie-in material, all designed to assist 
them in the promotion of the Festival. 

A strong advertising schedule is set 
up for Redbook Magazine during the 
Fall months, and these ads will employ 
the use of the four color process to 
portray Life Stride Fall fashions. Here 
again, retailers will learn of the sched- 
uled ad in a new and different type of 
dealer mailing. 

Local advertising will be simplified 
for Life Stride dealers with the use of 
the ad book, which will contain a com- 
plete series of ad mats, radio spot an- 
nouncements, display suggestions, and 
publicity releases. 


Robiee 

Roblee’s Fall advertising will feature 
an original and appealing element— 
“The Foot”—a whimsical character 
created by an art specialist, former 
art director of Conde Nast publica’ ions. 
“The Foot” will change costume and 
character in keeping with the shoes fea- 
tured and will be used in point of pur- 
chase display, as well as magazine and 
newspaper ads. A strong and impres- 
sive schedule of national magazine ad- 
vertising is planned for Roblee this 
Fall. The campaign consists of a com- 
prehensive series of individual promo- 
tions to run in Sport, Look, Life and 
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Saturday Evening Post. Each ad will 
highlight “The Foot,” appropriately at- 
tired for the particular promotion. 

As is customary, retailers will receive 
tie-in material prior to each national 
ad in time to make effective plans, but 
this season a new format is being de- 
vised for this presentation. It will be 
prepared in tabloid newspaper form. 

A complete series of smart, hard-sell- 
ing retail ads is in production. Show 
cards, price tickets, pre-prints also will 
be furnished. 


Westport 

Setting the pace for Westport’s Fall 
national schedule are two promotional 
ads, each of which will appear in both 
Mademoiselle and Charm. “Pussyfoot 
Dudes” and “Manhunters” are the 
themes of these full page, four color 
ads, designed for appeal] to the young 
crowd. A promotional booklet will be 
sent to each dealer approximately three 
weeks before the ad breaks. This will 
include radio spot announcements, tie- 
in newspaper ad, and display ideas on 
the promotion. In late Summer, West- 
port retailers will receive a set of ad 
mats high-lighting top styles. Also in- 
cluded are radio spot announcements, 
point of purchase display ideas, pub- 
licity releases, and price tickets. 





Carmo Will Use 
Special Promotions 

Carmo Shoe Manufacturing Co., St. 
Louis, Mo., manufacturers of Carmel- 


letes, wili continue their special pro- 
motions of shoes and bags to match, 
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Miller & Rhoads, Richmond, Va., offers 
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evening. A simple but attractive news- 
paper advertising layout. 






mentioning to the consumer where they 
can be purchased in both newspapers 
and magazines. 

The advertising program for the 
Fall and Winter season will include 
three ads in the national magazines 
together with cooperative newspaper 
and trade paper advertising and dealer 
helps. 


Edwin Clapp Will 
Feature Bold Types 


New bold types of Clapp shoes, Edwin 
Clapp & Son, Inc., E. Weymouth, Mass., 
will be featured in colored ads in 
Esquire magazine this Fall. Messages 
to the retail trade will be continued 
through BooT AND SHOE RECORDER. 


Cobblers Will Offer 
Tie-In Package 


Cobblers Inc., Los Angeles, Calif., 
will continue with national full-page 
advertising in leading fashion, as well 
as women’s service magazines, in its 
Fall and Winter advertising plans. 
Tied-in with, every full-page ad is a 
complete promotional package with 
merchandising helps covering the ad- 
vertised styles. Dealer aids further in- 
clude a display piece, counter signs, 
free mat service, suggestions for radio 
spot announcements and window dis- 
plays. 





— 


Commonwealth to Run Its 
Largest Ad Schedule 


One of the largest campaigns in the 
men’s quality shoe field, and the largest 
national magazine schedule in its his- 
tory, will be used in Commonwealth 
Shoe & Leather Co.’s, Whitman Mass., 
Fall and Winter advertising plans for 
Bostonians and Mansfield Shoes. An 
audience of 218,000,000 is expected to 
see the nineteen color ads in Life, Sat- 
urday Evening Post, Time and Esquire 
on a once-a-week schedule from August 
through November. Each ad will high- 
spot some current style or leather offer- 
ing, and will be augmented by compre- 
hensive point-of-sale hook-ups in the 
way of prepared newspaper mats, dis- 
play posters, display props, direct mail 
and radio spots, all closely tied in to 
the national theme. 





Connolly Ad Program to be 
On Same Basis As Spring 


Connolly Shoe Co., Stillwater, Minn., 
will continue its national advertising 
on the same basis as during the Spring 
months with quarter-page ads in the 
September, October and November is- 
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Dubl-Wear Soling 


is the answer to customer's requests 
for a shoe with the long wear ad- 
vantages of composition, plus the 
comfort advantages of leather next 
to the foot. We have licked the 
problem of joining the two materials 
together. You can sell Dubl-Wear, 
confident that they will not separate. 
They are 


inseparably Laminated 


Dubl-Wear... 


Good News for Shoemen! 


No need now to argue the merits of leather" vs. 
"composition." Both have their selling and wearing 
advantages. Dubl-Wear gives you both—Leather next 
to the Foot, Dubl-Wear next to the ground for most 
mileage. And, the combination is permanently sealed 


together by our patented laminated process. Edge 2—. . 
finish is smooth as one material. So, -you can sell the (buBE Wa Depend on this Trade-Mark 





o ° 
double advantages that only this combination offers. DUBE Ovality —oayes — 
No difference in looks or weight. Dubl-Wear canbe \ 6 
used on men's, women's and children's shoes in 
mediums and better grades 1 


The LEATHER used is equal in quality to 
that usually applied to that grade of 
@ shoe. 








with no change in looks or 
‘aht 9 The DUBL-WEAR soling has been tested 
—— 2 in actual wear, and contains the finest 
Free Window Displays ° materials. 
explain to customers the advantages 
of Dubl-Wear . . . the comfort of The TWO materials are inseparably 
Leather next to the Foot, the Long 3 joined by Arco’s exclusive intermediate 
Wearing Comfort qualities of Dubl- e acking method. 


Wear next to the ground. 


SHOE FACTORIES — Mail this coupon for full information 


Auburn Rubber Corp., Auburn, Indiana: 


Send a sample clipping showing the perfect bond established between 
leather and Dubl-Wear Soles to make the world’s Longest Wearing Soles. 
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sues of the Saturday Evening Post and 
Life. 

Advertising plans for the Fall in- 
clude the usual dealer store promotion 
helps in the way of window and coun- 
ter cards and newspaper mats for local 
advertising. 





American Juniors to be Featured 
Nationally in Magazines 


American Juniors, Division of Con- 
solidated National Shoe Corporation, 
Boston, Mass., will feature national ads 
in magazines such as Seventeen, Charm, 
Mademoiselle, Ladies’ Home Journal 
and Glamour for the Fall and Winter 
season. 





W. B. Coon Will Supply 
Newspaper Ad Mats 


W. B. Coon Co., Rochester, N. Y., 
makers of women’s and juvenile shoes, 
will supplement their series of ads in 
the Woman’s Home Companion and 
The New York Times with a series of 
mats for newspaper advertising avail- 
able to their dealers. 

Also available will be direct mail 
pieces, such as postcards and folders. 





B. A. Corbin to Back Ads 
With Dealer Aids 


B. A. Corbin & Son Company, Marl- 
boro, Mass., will release a full page, 
four color advertisement in the Septem- 
ber issue of Seventeen and this wili 
have support with smaller units of 
space in the October and November 
issues of Glamour and Calling All Girls. 

The staple Spalding saddle and Miss 
Chief loafer will be shown, together 
with two entirely new Spalding pat- 
terns, 

Trade advertising will be released on 
skate shoes. 

All this space advertising will be 
backed up with an elaborate dealer 
mat sheet and other merchandising 
material. 


Craddock-Terry Shoe 
Corporation 


Craddock-Terry Shoe Corporation, 
Lynchburg, Virginia, emphasizes the 
importance of concerted national and 
local advertising efforts in the Fall pro- 
motional plans for its following divi- 
sions: 


Natural Bridge Shoemakers 


Natural Bridge Shoemakers will 
continue representation in Good House- 
keeping and Vogue, giving strong deal- 
er support through carefully developed 
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point-of-sale material, mat ads, direct 
mail pieces for the use of the dealer and 
suggestions as to how its national con- 
sumer advertising can be localized most 
effectively for him. 


American Gentlemen Division 


American Gentleman Division, to en- 
able its dealers to take even greater 
advantage of its promotions in The 
Saturday Evening Post, will offer them 
this season attractive, permanent-type 
frame displayers with a series of color- 
ful inserts tying in with the theme of 
its national advertising—in addition to 
other point-of-purchase displays, mat 
ad services and direct mail material for 
the retailer’s use. 


Miracle-Tread Division 


Miracle-Tread Division has built an- 
other of its strong merchandising 
“packages” around the continued use 
of Ladies’ Home Journal and Glamour, 
making it easy for the dealer to capi- 
talize on the prestige and strong buy- 
ing influence of these periodicals. The 
“package” includes all the most effec- 
tive types of dealer aids embraced in 
the company’s recent Spring promotion 
but geared for an aggressive Fall sales 
pitch. 


Fashion Craft Division 


Fashion Craft Division — The new 
Fashion Craft line, featuring style 
shoes, casuals and sports will continue 
to be advertised nationally in Seven- 
teen. Dealers will be supplied with 
well-planned merchandising aids such 


as window and counter cards, mat ser- 
vice, and other promotional materials 
to help merchandise the national ad- 
vertising, and to promote Fashion 
Craft shoes to their trade. 

A continued schedule of trade paper 
advertising for all divisions will appear 
in the Boot AND SHOE RECORDER. 





Air-O-Magic to Concentrate 
On Local Newspaper Ads 


The Fall and Winter advertising pro- 
gram for Air-O-Magic Shoes, Marion 
Shoe Division, Daly Brothers Shoe Co., 
Inc., Marion, Ind., will concentrate on 
local newspaper advertising by supply- 
ing a variety of mat layouts to empha- 
size the features of Air-O-Magic shoes. 
This added advertising program will 
supplement the national advertising to 
be carried on in the trade magazines. 
Magazine advertising will be concen- 
trated at times when greatest emphasis 
is needed to stimulate the sales of men’s 
shoes. Window display material is 
being built around the Air-O-Magic 
trade mark so as to bring forcefully to 
the consumer the advantages of the 
patented hand moulded Air-O-Magic 
insole. 


Desco Will Use Full-Page 
Color and Black and White 


Desco Shoe Corp., Long Island City, 
N. Y., plans a schedule of full page ad- 
vertisements in BooT AND SHOE RE- 
CORDER, Creative Footwear and Foot- 
wear News in the United States, and 
in Shoe & Leather Journal in Canada 
for its licensee, J. D. Carrier Shoe Co., 
Ltd. 

National advertising will include 
full-page black and white and color ads 
in Harper’s Bazaar and Glamour, to- 
gether with a complete package of 
dealer helps: ad mats, displays, mailers, 
etc. 








The Walker T. Dickerson Co. 
Will Continue Direct Mail 


The Walker T. Dickerson Co., Colum- 
bus, Ohio, maker “Arch-Relief” and 
“Archlock” shoes, are continuing the use 
of direct mail for their advertising 
campaign. They are mailing copies of 
their booklet “How to be Youthful 
Longer,” telling about Dickerson Shoes, 
to retailers for distribution to their 
customers. 





Drew Shoes to Build Ad 
Program on New Ideas 


The Irving Drew Corporation, Lan- 
caster, Ohio, manufacturers of welt 
shoes for women, is building a Fall 
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SPONGE SHEETS 
FOR INNERSOLE 


For the past twenty years the Davidson Rubber Company has been supplying the shoe 
industry with the highest quality sponge rubber trademarked Cush-n-fit. 


Cush-n-fit is bound to sell more shoes for you — to build prestige for your name and keep 
customers “foot-happy”’ because of the outstanding features of this superior sponge rubber: 


GREATER RESILIENCY: It contracts and expands and breathes air into every step. 


UNIFORMITY in thickness, weight and 
texture. It gives balanced support and 
helps prevent foot trouble. 


DURABILITY: Its cell structure won’t 
mat or break down. Makes shoes last longer. 


Build Cush-n-fit into your shoes and 
your shoes will build big profits for you, 


Samples and catalogue of complete 
Cush-n-fit line available on request. 





SALES REPRESENTATIVES: 


J.S. Laing Agencies, Ltd. Edward D. Baker & Son H. H. Kemper Co. Harry A. Batchelder Stephens Leather Co. 
22 Ripley Ave. 1602 Locust St. 1019 Temple Bar Building 918 North Fourth St. Room 808, 406 S. Main St. 
Toronto 3, Ont., Canada St. Louis 3, Missouri Cincinnati, Ohio Milwaukee 3, Wisconsin Los Angeles 13, California 


July 15, 1949 69 








Fall Advertising Plans and Programs 


advertising program around entirely 
new thoughts and merchandising ideas. 
The promotion program will have four 
cardinal points: Window display, news- 
paper, direct mail and radio, but treat- 
ed from new standpoints, according to 
George R. Utley, first vice-president of 
the corporation. 

“So Much More Than Meets the 
Eye” will be the copy theme for na- 
tional advertising appearing in Ladies’ 
Home Journal and Vogue, and it will 
be tied in with newspaper mats, “mini” 
display cards and radio script. Month- 
ly promotions of an outstanding seller 
will be continued. Additional emphasis 
will be made on Drew’s brogie Walk-O- 
Bout shoes, and the strong return per- 
formance of high front elasticized 
pumps and “middle-of-the-road” styles. 

Cooperative advertising on Drew 
Shoes will remain on a 50-50 basis. A 
new lightweight consumer folder will 
tie in with the copy theme. 

Dr. Hiss retailers will be sent metal- 
lic window display signs and new 
“mini” cards based on the “Walking 
Pleasure” theme. Spot radio advertis- 
ing will feature new suggested copy. 





Etonic Will Feature 
Several Promotions 


Etonic Shoes, made by the Charles 
A. Eaton Co., Brockton, Mass., will fea- 
ture a Fall and Winter promotion pro- 
gram which will include: the entire 
line Weather - Sealed by patented 
Waterproof-Vulcanized process; Etonic 
Super-Sizes; and a long line of full 
leather-lined Weather-Sealed brogues. 

All of these promotions will be 
backed up with effective point-of-sale 
signs and fixtures; full pages in all 
trade papers; key city big space news- 
paper campaigns; dealer mat service 
with fifty-fifty cooperative advertising; 
and Etonic vinylite “glass shoe” dem- 
onstrators for use at the fitting stool. 





Endicott-Johnson Plans 
Intensive Campaign 


Endicott-Johnson Corp., Endicott, 
N. Y., plans an intensified advertising- 
merchandising campaign for their 
Johnsonian Men’s dress shoes this Fall. 
The expanded magazine schedules will 
include space in Life, Collier’s, Esquire, 
Country Gentleman and Pathfinder. 
Merchandising helps to be furnished to 
the dealer are included in the plan. 


Promotion of the nationally adver- 
tised styles through direct mail, win- 
dow and store signs, radio spot an- 
nouncements and local newspaper ads 
will be available. Market research in 
key markets indicates that acceptance 
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of the plan has been widespread. Sales- 
men were informed of the plans and 
given explanatory brochures at a re- 
cent series of sales meetings held in 
14 cities across the country. 





Enna Jettick Schedules 
Largest National Program 


Jack Gorman, vice-president and gen- 
eral sales manager of Enna Jettick 
Shoes, Inc., of Auburn, New York, ad- 
vises that Enna Jettick Shoes this 
Fall have scheduled their largest na- 
tional magazine campaign of the last 
decade. Enna Jettick ads will regular- 
ly appear in Life, Ladies’ Home Journal, 
Woman’s Home Companion, Good 
Housekeeping, Cosmopolitan, the two 
nurse magazines, R. N. and The Amer- 
ican Journal of Nursing, plus all edi- 
tions of The Christian Science Monitor. 

In addition, a series of special Enna 
Jettick ads will be run in 94 newspapers 
covering all the major market areas 
of the country. Also a continuation of 
the usual point-of-sale dealer helps plus 
a number of new ideas. 





L. B. Evans’ Sons Plan 
Strong National Coverage 


L. B. Evans’ Son Company, Wake- 
field, Mass., manufacturers of hand- 
turned slippers, will continue their Fall 
and Winter advertising plans along 
similar lines to their Spring campaign 
with strong national coverage in the 
Saturday Evening Post, Life, Esquire, 
and others to be decided upon later. 

Promotional material will continue 
to be provided to dealers. National ad- 
vertising program will be announced in 
all trade papers well in time for store 
tie-ups. 





General Shoe Corporation 


Acrobat Shoe Company 

Acrobat Shoe Company’s bonded 
soles, now guaranteed for a full three- 
months’ wear figure prominently in 
Nashville manufacturer’s Fall advertis- 
ing. 

Black and white ads will run in 
Parents’ Magazine, August, September, 
and October issues. National magazine 
schedule will be supplemented by a 
dealer aid program including news- 
paper mats for local advertising, plus 
a lineup of display materials. 

Exclusive, promotable features enu- 
merated for Acrobat shoes include: (1) 
genuine Goodyear welts in most styles, 
(2) guaranteed bonded soles, (3) ex- 
tended insoles in infants’, child’s, 
misses’ and little gents’ welts, (4) right 
and left patterns for better fit, added 


comfort, (5) laboratory-tested fit for 
boys and girls from 1 to 12. 


Barrett Shoe Company 


Barrett Shoe Company, division of 
General Shoe Corporation, reports that 
Twenty-Ones, the firm’s line of women’s 
fashion shoes, is expected to attain a 
larger volume for Fall than in the same 
season, 1948. 

The company’s sales program of driv- 
ing for accounts in key locations is 
progressing rapidly, and many retailers 
who have been successful with the line, 
during the Spring season anticipate 
increased acceptance for Fall. Distri- 
bution of Twenty-Ones now covers 43 
states. 

The most wanted styles are reported 
to be dressy suedes with the emphasis 
on blacks, travelers with medium heels 
and closed toe and heel, ladder-straps 
ranging from flats to high heel dressy 
types. Platforms continue strong. 

Twenty-Ones continue to retail at 
$9.95 to $10.95 for most styles, with an 
increasing number of styles in the $9.95 
bracket. National advertising in fashion 
magazines will be continued as before 
and several important promotions are 
planned for the Fall season covering the 
most popular style trends—all with the 
theme of “Exciting Fashions at a Pop- 
ular Price.” 


Bellwood Shoe Company 


Valentines, by the Bellwood Division 
of General Shoe Corporation, will be 
featured by fashion promotions in Fall 
advertising for 1949, it was announced 
recently. 

Dramatically named for the cam- 
paign, Silhouette Suedes, Pixie Wed- 
gies, and Bewitching Stitching, the shoes 
will appear in Harper’s Bazaar for 
August and in Vogue for September 15, 
and October 15, respectively. Ads will 
be full-page, black and white. 

General Shoe officials predict that the 
mode of illustration inaugurated for the 
Fall campaign—sophisticated photos 
high-lighting the shoes—will set a new 
advertising trend in the industry. Con- 
over cover girl, Dolly Brill, will appear 
in each of the three ad illustrations. 

Mats tying in with each of three pro- 
motions will be available to dealers, to- 
gether with tie-in display cards. 


Cadillac Shoes for Men 


Cadillac shoes for men will be adver- 
tised nationally with three ads in Look. 
The campaign runs from September 13 
through November 8. Three style pro- 
motions will be featured in the ads— 
Clickers, Custom Cushions, and a gen- 
eral ad pointing up prestige styling. 

Cadillae’s display package includes 
three colorfui three-dimensional panels. 
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With the GC DRIVE SCREW INSERTING MACHINE, 
screw reinforced wood heel attaching can be reduced 
from 5 to 3 operations with a corresponding reduc- 
tion in costs. And because this machine is fast it can 
lower costs still more! 


The cement-coated drive screw holds the heel 
firmly in place during heel and edge finishing and 
heel nailing, then remains permanently to add a re- 
assuring margin of strength. 


The results? Manufacturers protect themselves, 
their retailers and the wearer at very low cost against 
loose and lost heels. 


Over 20,000,000 pairs have already been attached 
with complete satisfaction. It’s a machine that is rug- 
gedly built to operate day after day with exceptional 
economy. 

Find out exactly how this machine can improve 
the value of your shoes — get complete details from 
your United branch office. 





The Drive Screw Method | 
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ing Machine which clamps the heel shoe with five nails by a woodheel 
solidly in place and inserts a cement nailing machine 


HEEL SEAT FITTING — This impor- 
tant first step in heeling operations 
utilizes a heel seat fitting machine to 
create a complementary fit between 
the heel seat of the shoe and the cup 
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In addition, dealers will be supplied 
with advertising mats, window cards 
and price tickets. A Fall shoe catalog 
will be sent to all dealers. 


Cedar-Crest Service Shoes 

Advertising for Cedar-Crest service 
shoes will include three advertisements 
in Successful Farming. Three promo- 
tions will be featured—‘Cork-Spring” 
cushion insole, horsehide leather, and 
boots for farmers and sportsmen. 

Cedar-Crest’s Saturday night radio 
show, featuring Cowboy Copas and a 
program of hillbilly entertainment, 
will be continued. 

Dealer Aids: Giant posters, window 
streamers, identification signs, special 
-Cedar-Crest wrapping paper, perma- 
nent Cedar wood display, mounted ad 
reprints, price tickets, newspaper mats 
are included along with various other 
items for aiding the dealer. 

Dealers will receive a Fall shoe 
catalog. 


Fortune Shoes for Men 

National advertising of Fortune 
shoes for men will include four adver- 
tisements in Collier’s. Four style pro- 
motions to be featured in Fall advertis- 
ing: Fortune-Aires, Boldies, Scotch- 
mons, and Jet-Boots. Campaign runs 
from August 27 through November 26. 

Trade publications: Six pages in 
BooT AND SHOE REcORDER, three pages 
in Coast Shoe Reporter. 

Dealer Aids: Four full color panels 
to fit blond mahogany frame, all de- 
signed to tie in with the current cam- 
paign. 

Direct mail consists of colorful folder, 
post cards, shoe lace cards. Also deal- 
ers will receive a shoe catalog, a mat 
book of newspaper advertisements and 
a complete assortment of window cards 
and price tickets. 


Fortunet 

Fortunet Shoe Company’s recent Gold 
Medal Award from the Fashion 
Academy for “superior design achieve- 
ment” will receive major attention in 
August-through-November advertising 
and promotion, the Nashville manufac- 
turer announces. 

Full-page, four-color aas in Vogue 
and Harper’s Bazaar are on the list. 
Black and white pages in Redbook for 
August, September, and October com- 
plete the magazine schedule. A formal 
announcement ad of the award ap- 
peared in the April Harper’s Bazaar 
(double-page, black and white); and 
the May Harper’s carried a four-color, 
full-page follow-up ad emphasizing the 
award. 

For the Fall campaign, new colors 
and styles in Fortunet footwear will be 
featured in the Fashion Academy 
Award line. First ad will deal with 
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“designer suedes”; second, with “winter 
wheat” (a new tan); third, “wildfire,” 
a new red; and the fourth, “slate sap- 
phire,” a new blue. 

In addition, Fortunet announced tha: 
its shoes now are tagged with a 
facsimile of the gold medal. Award 
scrolls, giant-size, are available for 
dealer’s window displays; elaborate 
sales presentation folios carry out the 
award theme; dealer mats, radio spots, 
plus a special dealer contest tie in with 
the honor. 


Friendly ‘Teen Shoes 

Plans for intensive advertising and 
promotion of Friendly ’Teen Shoes for 
girls during the Autumn, 1949, season 
have been announced by General Shoe 
Corporation of Nashville, Tennessee. 

Spearhead of the advertising pro- 
gram is a campaign of full-page, full- 
color advertisements in Seventeen 
magazine, beginning with the August 
issue, and featuring a new “consumer 
jury” angle in advertising to the ’teen- 
age shoe market—the Council on 
Campus fashions. 

The Council consists of carefully- 
selected girl students in high schools 
all over the country. Each is an out- 
standing campus personality—a leader 
not only in scholarship, but also in 
campus and social activities where her 
choice of shoes and clothing exerts a 
major influence over the buying habits 
of her "teen-age associates. 

Council members preview sketches of 
proposed new styles, maintain close con- 
tact with local dealers and fashion 
trends in their home cities, and endorse 
Friendly ’Teens as the complete shoe 
wardrobe for all-occasion wear. 

The magazine advertisements, in ad- 
dition to showing the new Fall styles, 
picture members of the Council to- 
gether with brief sketches of their 
school honors and activities. The Coun- 
cil emblem is stamped in every pair of 
Friendly ’Teens, and the Council theme 
is further emphasized by a special 
dealer counter card. 

Repeated this year is another promo- 
tion made famous by Friendly ’Teens— 
book covers for Friendly dealers’ use in 
their back-to-school promotion. The 
eovers are richly color-printed on dura- 
ble paper stock, adorned with amusing 
designs depicting ‘teen-age activities. 
This year’s cover—an entirely new de- 
sign—is available in two sizes, bearing 
the dealer’s imprint and carrying a 
space for the student’s name. 

For the first time, Friendly ’Teens 
present an Autumn line that runs the 
full gamut of teen-age needs, in con- 
trast with the former emphasis on 
sports styles alone. The new Friendly 
*Teens offer styles for all-occasion wear 
—campus shoes, casuals, and dressy 
styles—completely covering the shoe 









needs of the 250-million-dollar teen-age 
market. 

Included in the line are several styles 
that take their inspiration from the 
eurrent Western influence in men’s and 
women’s fashions. One of these is an 
ankle-height low boot for girls. Other 
styles include a loafer with Western de- 
signs in hand-tooled effect, and a strap 
loafer with embossed shiny buckles very 
much in the “boots and saddles” mood. 


Jarman Shoes for Men 

National advertising of Jarman shoes 
for men for Fall will include: Full 
page, four-color advertisements in The 
Saturday Evening Post, Esquire and 
Life. Five style promotions will be 
featured in the ads: Brawnies, Leather- 
neck Boots, Continentals, Scotch © 
Grainadiers, and Million-Aires. Theme 
of ads: “Look Smarter, Feel Better... 
Why more men choose Jarman shoes 
every season.” Campaign starts August 
27 and runs through December 3. 

Dealer Aids: Five special deluxe win- 
dow panels which fit into a standard size 
frame, and five panels to fit frosted oak 
frame. Both sets of panels are designed 
to tie in with Fall advertising and pro- 
motions. Numerous other dealer helps. 

Direct mail will consist of two color- 
ful insert folders which tie in with Fall 
advertising, and six post cards. Also 
dealers will receive a mat book of dealer 
newspaper advertisements and radio 
spet announcements; a full color shoe 
catalog; complete assortment of window 
cards and price tickets. 

Six pages of advertising will appear 
in Boot AND SHOE RECORDER and three 
pages in Coast Shoe Reporter. 


Skyrider Shoes for Boys 
Skyrider shoes for boys will be pro- 
moted this Fall with window displays on 
guaranteed sole styles and special pre- 
miums for dealers to give boys. 
A catalog illustrating and describing 
the Fall line will be mailed to all deal- 
ers. 


Storybook Shoes 

Black and white ads in Parent’s Mag- 
azine for August plus Ladies’ Home 
Journal for August, September, and Oc- 
tober will back Storybook shoes nation- 
ally during Fall 1949, General Shoe 
Corporation has announced. 

With cushion airfoam foundation sole, 
Storybook shoes will heavily empha- 
size this feature in its advertising. Com- 
mendation of Parent’s Magazine will be 
spotlighted in the ads, together with the 
safty, comfort, and fit of the shoes. 
Function of the airfoam cushions is to 
safeguard shock points in the shoes for 
boys and girls. The new soles also pre- 
vent forward skid, and hold the foot 
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accurately to protect nerve terminals in 
young feet. 

National advertising will be aug- 
mented by dealer mats and display ma- 
terials tying in with the campaign. 


Treasure Chest Shoes for Boys 

Window displays, featuring guaran- 
teed sole styles, and special premiums 
for dealers to give boys are included in 
the promotional package for Treasure 
Chest dealers this Fall. 

A shoe catalog will be mailed to all 
dealers. 


Gilbert Shoe to Share 
Costs of Advertising 


The Gilbert Shoe Co., Thiensville, 
Wis., manufacturers of Kali-sten-iks, 
will share the cost of exclusive Kali- 
sten-iks newspaper advertising and will 
also furnish mats of attractive ads 
to their customers. 

Many advertising helps are to be 
made available to dealers without 
charge. Among these are various win- 
dow and counter signs, display stands, 
blotters, folders, birthday cards and 
other items. The folders and cards are 
imprinted with the dealer’s name and 
address at no cost to him. Other items 
such as electric signs, coloring books, 
balloons, matches and pencils are avail- 
able at a small cost. 





H. C. Godman to Continue 
National Ad Program 


H. C. Godman Co., Columbus, Ohio, 
will continue its national advertising 
program during the Fall months. Spe- 
cifically, Tarsal-Tred women’s style 
and arch shoes will be advertised in 
September and October; Tarsal-Trav- 
eler casuals and sports will also be ad- 
vertised in September and October. 

Display cards of the advertisements 
will be made available to dealers. As 
customary, free newspaper mat service 
will likewise be part of the Godman 
Fall program. 


Color Catalog Highlights 
Gold Seal Rubber Promotion 


A 36-page, five-color catalog high- 
lights the promotion program of the 
Gold Seal Rubber Company of Boston, 
Mass. The catalogs are now being dis- 
tributed to all Gold Seal dealers and 
are also available to other interested 
rubber footwear retailers. 

The company will continue its trade 
paper and direct mail campaign and 
will once again emphasize its point-of- 
sale efforts. Many dealer aids, includ- 
ing window and interior displays, win- 
dow streamers, mats and counter cards, 


are available to Gold Seal retailers. 
- 
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Daniel Green to Furnish 
Four Color Mailing Inserts 


Daniel Green Company, Dolgeville, 
N. Y., manufacturers of leisure foot- 
wear, will furnish dealers an attrac- 
tive four-color mailing or package in- 
sert as a special promotion for “Back 
to School,” in addition to counter cards 
reproducing their ads, and newspaper 
mats. 

Full color ads will appear during 
July, August, September, October, No- 
vember and December in Ladies’ Home 
Journal, McCall's, Mademoiselle and 
Seventeen. BooT AND SHOE RECORDER 
will be used for trade advertising. 





Cathy Originals to Use 
Fashion Magazines 


Cathy Originals, manufactured by 
The Nevelk Company, Division of the 
Hallowell Shoe Co., Hallowell, Me., will 
feature an advertising campaign in 
several women’s fashion magazines for 
Fall. Advertisements for August will 
appear in Seventeen and Calling All 
Girls. Advertisements for September 
will appear in Vogue, Mademoiselle and 
Calling All Girls. Advertisements for 
October will appear in Seventeen. 

A two-page spread will appear in 
August in Boot AND SHOE RECORDER. 

Dealers will be supplied with tie-in 
advertising mats, window display cards 
and dealers’ hints, 





Hannahsons Plans Catalog 
Program on In-Stock Items 


Hannahsons Shoe Co., Haverhill, 
Mass., will include an elaborate cata- 
loging program of in-stock items to be 
mailed direct to the retail and depart- 
ment store trade in its 1949 Fall and 
Winter advertising plans. A mat ser- 
vice on in-stock street and evening 
shoes for use by the retailer will also 
be provided. 

Advertisements will appear periodi- 
cally in trade papers and magazines 
catering to this trade. A promotional 
program has been devised coordinating 
snakeskin handbags and shoes for the 
coming Fall season. 





Herbst to Continue 
National Advertising 


The Child Life line of the Herbst 
Shoe Manufacturing Co., Milwaukee, 
Wis., will continue its policy of na- 
tional consumer advertising in Parents’ 
Magazine during the Fall and Winter 
season. Advertising to the trade will 
be continued in the Boor AND SHOE 
RECORDER and also in the Coast Shoe 
Reporter. 

A complete selection of counter and 









window cards, both on the regular and 
orthopedic line, are available for deal- 
ers as well as a series of cards and 
pamphlets for direct-mail use. 

A complete series of setup newspaper 
ad mats is available, and the coopera- 
tive newspaper advertising program 
offered. 

A new Fall and Winter catalog will 
be available for Child Life dealers and 
prospects on approximately August Ist. 





Honeybugs to Use 
76 Ads for Fall 


Edward N. White, of Honeybugs, 
Inc., of New York, announced a national 
advertising campaign for this Fall to 
consist of 76 ads in fashion, movie and 
romance magazines. Additional four- 
color cover ads will be added for the 
Christmas season. 

The regular Honeybug newspaper 
mat service will furnish a complete 
schedule of the program with tie-up 
ads for retailers. Display stands, coun- 
ter and window cards, package stuffers 
and statement inserts will be available. 
In addition, the company will offer for 
the first time a color catalog of the 
entire Honeybugs line. 

Mr. White indicated that the com- 
pany was currently analyzing its re- 
cent test runs in television before com- 
mitting itself to a regular television 
program. 


Huskies to be Advertised 
In National Magazines 


Huskies, manufactured by Hussco 
Shoe Co., Honesdale, Pa., will continue 
to be advertised this Fall in leading 
national magazines. 

In accordance with its plan to bring 
Huskies before the largest number of 
people in the middle income bracket, 
the Hussco Shoe Company is advertis- 
ing Huskies this Fall in the Saturday 
Evening Post, Liberty, Holiday, Esquire, 
Cosmopolitan, and Collier’s. 

In addition to this consumer adver- 
tising, the Hussco Shoe Company also 
plans to advertise in such trade publi- 
cations as BooT AND SHOE RECORDER 
and the Sporting Goods Dealer. 

Huskies’ distributors throughout the 
country will continue their direct mail 
advertising to the retailer this Fall. 
as they did in the Spring. 





International Shoe Company 
Accent Shoes 


Accent Shoes (Accent Shoe Company, 
Division of International Shoe Company, 
St. Louis), a new entry into the women’s 
38.95 field, will be introduced with color 
pages in leading fashion publications 
(Charm, Glamour, Mademoiselle and 
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New Salon-Type Store for 
West Coast City 


To keep pace with a fast-growing Yakima, a new and 
larger Block’s Shoe Store has been opened at 315 E. Yakima 
Avenue in the Washington State city. 

“For 15 years we have had the pleasure of serving 
Yakima Valley people in our store at 222 East Yakima 
Avenue,” said Max H. Block, president, “and we are both 
proud and happy to add to a growing, prosperous Yakima 
the latest in modern shoe stores, incorporating functional 
salon design. 





Interior of the store, looking toward the street. A restful 

atmosphere is combined with the newest of modern ap- 

pointments, to make this one of the most attractive stores 
on the West Coast. 


“Our increased space will make possible the addition of 
a complete men’s shoe department. We look forward to 
many years of pleasant association with the town and 
valley for which we anticipate so great a future.” 

And Yakima and the valley. too, is proud of the new 
store, one of the most modern on the Pacific Coast, which 
now has over 4000 square feet of selling and display space. 
The large sales room is decorated in deep sea green and 
pale gold, with one section done in stripes combining the 
two colors for contrast. Extensive use is made of mirrors, 
with one wall entirely mirror-faced. 

Harmonizing wall-to-wall carpeting in modernistic pat- 
tern is installed, and chairs and fitting stools are of chrom- 
ium and soft-green leather. All woodwork and fixtures are 
in modern bleached tones. 

The store is air-conditioned, and combines fluorescent 
and incandescent lighting. Accessories are stocked at both 
the store rear and back-bar at cash counter. Stockrooms 
are at store rear, separated from the main sales floor by 
the accessories-lined rear wall partition, and are reached 
by doorways at either side of the rear accessories depart- 
ment. 

Store entrance consists of a solid wall of plate glass, 
with two glass doors in the center. Display windows are 
on either side of the entranceway. 

The exterior presents one of the city’s smartest store 
fronts. The upper part of the building face is lined with 
fluted grey porcelain enamel, with a sweeping border of 
maroon porcelain enamel, extending from the sidewalk 
level up to building top and outward to the building’s right 
edge. 

Maroon cut-out letters of “edge-lite” neon are used for 
the sign. Display windows are of the overhang type. In 
the center of the entranceway ceiling is a row of diffused 
incandescent light fixtures which continues inside the 
store to the rear. 
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Seventeen) beginning in August. 

Fall plans also include large space 
Sunday newspaper advertisements in 
a group of metropolitan markets. These 
ads will carry listings of dealers in the 
areas that are served by each of the 
newspapers. A well defined program of 
supporting advertising material, includ- 
ing window displays, statement inserts, 
advertising mats, etc., will be provided 
to all retail outlets. 


Conformal Shoe Company 


Conformal Shoe Company’s schedule 
of advertising for the coming Fall sea- 
son is highlighted by important radio 
and newspaper advertising campaigns. 
The theme of the advertising stresses 
the importance of the special Conformal 
built-in plastic insole. 

Dealer aids in the advertising pro- 
gram include an array of specially pre- 
pared newspaper ad mats, radio spot 
transcription records, a wide selection 
of window display signs and a new 
series of direct mailing folders. 


Friedman Shelby 


Red Goose shoes for boys and girls 
of all ages will continue to be adver- 
tised in Life, Good Housekeeping, Look, 
Progressive Farmer, Country Gentle- 
man, McCall's and Parent’s Magazines. 
Additional Red Goose ads in color will 
appear in This Week and Parade, the 
magazine supplements to 47 big cities’ 
Sunday newspapers plus additional ads 
in area newspapers in 23 metropolitan 
centers. A special campaign on Red 
Goose baby shoes is scheduled to run in 
four baby publications, Congratula- 
tions, Your New Baby, My Baby and 
Baby Talk. A complete and easy fol- 
low-up and tie-in advertising program 
is provided for Red Goose dealers. This 
complete tie-in program includes spe- 
cial display and direct mail materials, 
newspaper mats, radio spot announce- 
ments, movie theatre film, telephone di- 
rectory advertising and special promo- 
tions such as premium plans, contests, 
ete. 

Grace Walker women’s shoes will be 
nationally advertised in Glamour, Red 
Book, Photoplay, American, Good 
Housekeeping, True Experiences, True 
Romance, Love, Radio Mirror. Yanigan 
casual shoes for growing girls will be 
featured in several ads in Seventeen. 
Again a complete direct mail news- 
paper and display advertising program 
is supplied to the dealer. 

John C. Roberts men’s shoe ads for 
Fall are built around the theme that 
has been found to be continuously suc- 
cessful in attractive readings. Attrac- 
tive John C. Roberts ads will appear in 
Life, Look, Saturcay Evening Post and 
Esquire plus a very special campaign 
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built around Charlie Trippi, the Chi- 
cago Cardinal star halfback, will be 
featured in Sport and Look magazines 
during the Fall football season. A com- 
plete package of tie-in promotional ma- 
terial is supplied to the dealer and spe- 
cial services supplied to the advertising 
department include copywriting and 
layout and promotion plans, to meet in- 
dividual dealers’ requirements. 

For the first time, Friedman Shelby 
work shoes are to be nationally adver- 
tised. A comprehensive campaign for 
Fall includes hard hitting factual sell- 
ing ads in Country Gentleman, South- 
ern Agriculturist, Farm Journal, The 
Farmer, Wallace Farmer, Prairie 
Farmer, Nebraska Farmer and Wis- 
consin Agriculturist. Friedman Shelby 
work shoe dealers are supplied with 
special tie-in display materials, includ- 
ing a cut shoe sample and a special di- 
rect mail advertising program made 
available to the dealer on a co-operative 
basis. 


Peters Shoe Company 


City Club Shoes for men will continue 
to be featured in full-page four colors 
in Esquire in September and again in 
November, and in two-color half-page 
ads in Life and Saturday Evening Post. 

Peters Diamond Brand Work Shoes, 
featured under the Money Back War- 
rant of Quality and in X-Ray View 
illustrations, will be seen throughout 
the harvest months of September, Oc- 
tober and November in Country Gen- 
tleman, Progressive Farmer and numer- 
ous state farm papers. 

Velvet Step Shoes for women will be 
featured as in the past in single-column 
ads in Charm, Redbook, Photoplay, Cos- 
mopolitan and Good Housekeeping. 

Weather Bird Shoes for boys and 
girls will be featured in full-color ads 
in Life, Woman’s Home Companion, 
Good Housekeeping, Parents’, This 
Week, Locally Edited Group, and in 
black and white and gravure in Pro- 
gressive Farmer, Country Gentleman, 
Parade and leading newspapers. 

In addition Weather Bird Infants’ 
Shoes will be advertised in special in- 
fant magazines: Congratulations, Your 
New Baby, My Baby and Young Years, 
and Baby Talk. 


Roberts, Johnson & Rand 


Life, Time, Saturday Evening Post, 
Esquire and Newsweek are the five mag- 
azines carrying the Rand shoe national 
advertising program for Fall 1949. 

The double-sale theme of the Rand 
shoe Spring campaign, “For Better 
Wear—I Buy Two Pair” is being car- 
ried on to provide alert merchants with 
extra punch to sell not one but two pairs 
of shoes. Specific merchandising ads 


on Rand shoes made or the “Freematic 
Principle” will run also in Esquire, 
Time and Newsweek. Rand “Freematic” 
shoes are made with a special cork- 
cushion insole. They are Pre-fiexed 
shoes that “need no breaking in.” 

Smart tie-in material including dis- 
plays, direct mail, radio spots and pre- 
pared newspaper ads are supplied to all 
Rand shoe dealers. 

Poll-Parrot national advertising will 
include a schedule of Sunday newspaper 
ads, color ads in magazines, and to the 
magazine schedule, four baby publica- 
tions have been added. 

The big news in this program is that 
Poll-Parrot will sponsor the Howdy 
Doody program on the entire NBC-TV 
network Wednesday evenings commenc- 
ing August 17. Publicity has already 
been released on this subject. 

Local dealer tie-in programs for mag- 
azine and television will include “dated” 
materials mailed in packages or kits 
during the selling season. Direct mail 
and news mat services have been 
strengthened for the keen selling days 
again. 

Trim Tred’s Fall fashion advertising 
will continue in Charm, Cosmopolitan, 
Redbook and Today’s Woman, with 
dealer tie-in materials and local store 
promotion ideas supporting the national 
ads. Reception of the Trim Tred line 
indicates that local sales helps fur- 
nished to support the national program 
will be used in larger quantity and with 
better results than in any recent season. 


Sundial 


Spearheaded by an intensive back-to- 
school promotion on juvenile shoes, the 
Sundial Shoe Fall advertising program 
gets under way in late August with 
four national magazines joining its 
media list of 90 metropolitan daily 
newspapers. 

Supplementing four individual back- 
to-school insertions in the newspaper 
list will be a full-color Parents’ Maga- 
zine insertion, also featuring Sundial 
juvenile lines. In addition to Parents’, 
Sundial will also use space for the 
first time in Charm and Seventeen, pro- 
moting women’s and misses’ fashions, 
and a schedule in Esquire to support 
Sundial male footwear. 

The Fall, 1949, Sundial program af- 
fords a dramatic contrast with the 
initial Sundial campaign of 1945 which 
embraced six newspapers, now grown 
to a list of 90 dailies, supplemented by 
the above four national magazines. 


Winthrop Shoe Company 


Continuing its schedule in Life, Sat- 
urday Evening Post, Collier's and 
[TURN TO PAGE 78, PLEASE] 
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When the Shoe Store 
Takes to the Air 
[CONTINUED FROM PAGE 53] 


tising budget. A series of test runs will 
generally give you your answer. 

It must always be remembered that 
radio copy is written to be heard—not 
read. When you purchase radio time, 
copywriting specialists are generally 
supplied free of charge. These people 
write your commercials to suit your 
problems. Therefore, it is wise to fol- 
low your programs closely, to send your 
station frequent changes corresponding 
with current merchandising themes and 
promotional necessities. Close contact 
by the retailer is essential for it is he 
who knows the pulse of the business. 
Try to obtain an announcer with a 
pleasing voice and a salesman’s per- 
sonality, one who knows your store and 
policies. This is essential to a convinc- 
ing sales talk. Having more than one 
voice will add interest to our commer- 
cials and color to the broadcast. 


HOW CAN I COORDINATE RADIO 
WITH MERCHANDISING? 


1. The merchandise offered on your 
program must be properly displayed 
and readily obtainable in your store. 
Your sales clerks should know the con- 
tent of your show and commercials and 
should make reference to them in sales 
talks. 

2. Always keep a check of the items 
offered on the radio and the extent of 
its sales, Accurate records will assist 
you in planning next year’s budget. Use 
your own sales record. 

3. Change your copy themes with 
changing business conditions. Empha- 
sis should be placed on creating im- 
mediate sales. Special buys, offers, 
“give-aways” and other promotional 
ideas can be used. 

4. Always listen to your own pro- 
gram and commercials. Ask your 
friends and neighbors for opinions. 
Constantly check for errors and effec- 
tiveness. Make the show flexible to 
changing business conditions. 

Radio can do a tremendous selling 
job if handled properly. It is up to the 
individual retailer to exploit this me- 
dium to the fullest extent. Next month, 
we'll offer some novel ideas which can 
be made into successful radio shows 
and commercials. 

While a number of shoe manufac- 
turers have made successful use of tele- 
vision as an advertising medium, its use 
is very limited to date in the retail 
field. One reason is the cost of the pro- 
gram; another is the fact that the num- 
ber of cities where television is avail- 
able is still relatively few and the range 
of the broadcasts is limited. It is to be 
anticipated, however, that this relative- 
ly new promotional medium will make 
rapid strides within the next few years 
and that it will then take its place as 
one of the important media for retail 
shoe advertising. When that time comes 
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Billions of shoes have been made 
with American Felt in them; mil- 
lions of people are walking around 
happily today, comfortable and 
satisfied with their shoes because 
they are good shoes made better 
with the help of shoe felts supplied 
by American Felt. The public 
doesn’t know (and why should it? ) 
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that our felt is in their shoes, but 
the shoe manufacturers do, and are 
glad indeed. For many, many years 
we have supplied the shoe industry 
with felt for every purpose, and 
today, as always, you can get from 
us the finest felts in every price 
range. For shoe felts, come to 
American. 


American felt 





GENERAL OFFICES: 10 GLENVILLE ROAD 

GLENVILLE, CONN. 
ENGINEERING AND RESEARCH LABORATORIES, 
Glenville, Conn.—PLANTS: Glenville, Conn.; 
Franklin, Mass.; Newburgh, N. Y.; Detroit, Mich.; 
Westerly, R. 1.—SALES OFFICES: New York, Boston, 
Chicago, Detroit, Cleveland, Rochester, Philadelphia, 
St. Louis, Atlanta, Dallas, San Francisco, Los 
Angeles, Portland, Seattle, Montreal. 





it will undoubtedly prove most effec- 
tive in enabling merchants to tell the 
story of style, fit and smart shoe ap- 
pearance to the buying public. 





Subscribers Sought for 
1950 Father’s Day 


NEw YoRK—At the annual meeting 
of the executive committee of the 
Father’s Day Council held recently at 
the Council headquarters, 50 East 42nd 
Street, a “new phase” of Father’s Day 
promotion was announced and a bud- 


get of $150,000 was voted for the 1950 
campaign; this sum to be raised by 
voluntary subscriptions from manu- 
facturers and retailers of all men’s 
merchandise. 

The “new phase” campaign will con- 
centrate on a definite number of new 
subscribers, retailers and manufac- 
turers who have never made an appro- 
priation to the council. A firm push by 
intensive organization will be made in 
the new campaign, to open in Septem- 
ber, to obtain 5,000 “new phase” sub- 
scribers. Father’s Day in 1950 falls on 
June 18. 
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Fall Advertising Plans and Programs 


Esquire, the Winthrop Shoe Company 
is adding True ard Sport to carry its 
story to American men this Fall and 
Winter. 

In addition to this consumer schedule, 
making over 60,000,000 male impres- 
sions, Winthrop will continue with reg- 
ular insertions in BooT AND SHOE RE- 
CORDER and other trade publications. 

As before, Winthrop dealers will en- 
joy the advantages of cooperative ad- 
vertising, free newspaper mat service 
and free radio spots. There will also be 
a complete window or interior display 
service and a selection of direct mail 
pieces offered on a cooperative basis. 


Dorothy*Dodd, Queen Quality and 
Vitality Divisions on Page 124 





Johansen Plans Biggest 
Campaign in History 

The Johansen Bros. Shoe Co., Inc., 
St. Louis, Mo., plans the biggest Fall 
advertising campaign in the company’s 
history. National advertising will ap- 
pear in full pages, full color in 
Harper’s Bazaar, Mademoiselle, Seven- 
teen, House Beautiful and Good House- 
keeping. Trade advertising will be car- 
ried in Footwear News and will be sup- 
ported by monthly mailings to dealers 
informing them of the national promo- 
tions and providing them with mer- 
chandising and tie-in materials. Deal- 
ers will also be provided with a news 
mat service, one of the most compre- 
hensive in the industry. Adding addi- 
tional impetus to the Johansen cam- 
paign are the newspaper syndicates, 
fashion shows, radio shows and maga- 
zine editorials which feature Johansen 
shoes . . . along with Hollywood and 
Broadway tie-ups. Johansen is also 
offering their dealers store display 
helps. 


Johnson-Stephens & Shinkle 
Announces Fall Program 

The Rhythm Step Fall advertising 
schedule, Johnson-Stephens & Shinkle 
Shoe Co., St. Louis, Mo., will begin in 
August with ads in Glamour, Woman’s 
Home Companion and Cosmopolitan. 
Additional ads will be run in these 
three books in the three succeeding 
months, September, October and Novem- 
ber. In trade paper advertising the 
firm will carry through with ads in 
Boot AND SHOE RECORDER and Footwear 
News. 

In regard to national ads, each will 
follow a definite theme of fashion in- 
terest, and dealer tie-in material will 
be furnished to each account to follow 
through with these national ads at the 
local level. Individual dealer ad mat 
service will be available to dealers and 
ads from two column size to full-page 
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size, will be available in mat form. Win- 
dow displays, counter cards and direct 
mail pieces will also be available. 


Johnston & Murphy Schedules 
Biggest Program in 99 Years 


One of the most complete advertis- 
ing and promotion programs in the 99 
year history of The Johnston & Mur- 
phy Shoe, Newark, N. J., is scheduled 
for release this Fall and Winter. 

Newspaper advertising mats in sev- 
eral sizes, featuring: stock and promo- 
tional shoes, together with increased 
direct mail literature, and counter and 
window displays, are being made avail- 
able to J & M merchants in this country 
and abroad. 

Johnston & Murphy plans to adver- 
tise its Fall and Winter styles to the 
trade in Boor AND SHOE RECORDER and 
Coast Shoe Reporter. Also listed for 
accelerated promotion is J & M’s Shoe 
Dressing, now well established in con- 
sumer acceptance, and being sold 
through J & M dealers exclusively. 


Julian & Kokenge to 
Present Largest Ad Program 


The Julian & Kokenge Company, 
Columbus, Ohio, makers of Foot Saver 
and Dr. Locke shoes, will present this 
Fall their largest advertising program, 
Foot Saver Shoes, since before the war. 
The program will embrace national 
magazine advertising and a controlled 
cooperative newspaper plan in over 
three hundred cities. 

Point of sale display material will 
be especially stressed and several new 
direct mail plans will be emphasized. 

The sale of Dr. Locke shoes for Fall 
will also be supported by the largest 
appropriation in recent years and will 
include national magazine advertising 
in the Ladies’ Home Journal and Good 
Housekeeping magazines. 

The dealer will also be offered a 
comprehensive cooperative newspaper 
advertising schedule together with 
store. displays and direct mail plans 
which will localize the efforts at the 
point of sale. 











Magazine Advertising to be 
Backbone of Keith Program 


Geo. E. Keith Company, Campello, 
Brockton, Mass., manufacturers of 
Walk-Over Shoes, will retain magazine 
advertising as the backbone of their 
efforts for Fall. More will be done for 
their dealers in the way of direct mail 
and window display. 

The company will celebrate its 75th 
Anniversary this year and plans are 
now being made to publicize and pro- 
mote this Diamond Jubilee this Fall. 


Trade advertising will be carried in 
Boor AND SHOE RECORDER and Foot- 
wear News. 





A. S. Kreider to Tie Up 
Trade With Consumer Ads 


A. S. Kreider Shoe Co., Annville, Pa., 
manufacturers of Pollyanna shoes, is 
planning an extensive consumer news- 
paper advertising campaign which will 
tie up with its trade ads in Woman’s 
Wear, Boot AND SHOE RECORDER, and 
consumer ads in Parents’ Magazine. 
The newspaper campaign will be run 
in the local newspapers of the towns 
and cities where Kreider has dealers. 
They will pay 50 per cent of the ad- 
vertising cost, supplying mats, dis- 
plays, etc. 





Krippendorf-Dittmann to Share 
Ad Costs with Dealers 


Krippendorf-Dittmann Co., Cincin- 
nati, Ohio, makers of women’s fine foot- 
wear, will cooperate with their dealers 
on a percentage basis for newspaper 
advertising where Foot Rest brand is 
used in the ad. 

Foot Rest shoes will be advertised in 
Vogue, Good Housekeeping, Ladies’ 
Home Journal, Woman’s Home Com- 
panion and Cosmopolitan. Trade paper 
ads will apear in BooT AND SHOE RE- 
CORDER and the Coast Shoe Reporter. 

Dealers will be provided with win- 
dow cards, counter signs, price tickets, 
mats of shoes and mats of newspaper 
ads in one, two or three column size. 





John E. Lucey Will 
Plug In-Stock Line 


John E. Lucey Company, Bridgewater 
Mass., will concentrate their Fall- 
Winter advertising for 1949-50 on their 
in-stock line of 32 shoes—priced to 
retail across the board for $8.95. Strong 
emphasis of the Lucey line is on fast 
styles for the youthful trade. 

The Lucey advertising program will 
be concentrated for promotion at the 
point-of-sale with choice of newspaper 
mats or glossy photographs of all stock 
shoes. 





Kickerinos Will Use 
New Ad Theme 


Kickerinos, division of the Marilyn 
Shoe Company of Milwaukee, Wis., will 
announce their Fall line to consumers 
with an innovation in casual shoe ad- 
vertising. The theme of the 1949 Fall 
promotion is: “Casually Seductive— 
they’re Kickerinos of course!”—and 
features a painting of the head of one 
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HIGH STEPPING 


Plastic binding and bow, square 
toe. Sizes 4 to 9 ('/2 and full 
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308-31... Black Suede 


308-02... Brown Elk 
308-04... Black Elk 





Golo presents . . . two 
sensational, fast-selling 
hits . . . popular favorites 
on young feet from coast 
to coast... The new 
Ballet-Mode and Scam- 


308-34... Green Suede 
308-40... Brown Suede 





per... combining easy-going comfort and smart 
good looks at an unbelievably low price! 


Both with All Leather Uppers... 


Soles and Heels . . . Stitched Extension Soles. 


2 weeks delivery... 
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12, 18 or 36 pairs of a color 
Net 30 days F.O.B. New York 
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Fall Advertising Plans and Programs 


of Chicago’s loveliest artist’s models. 
This feminine headline, together with 
soft tones of the illustration, empha- 
sizes the four shoe styles featured in 
the advertisement. 

Kickerinos sparks this spectacular 
advertising program by using full-page 
Sunday rotogravure in metropolitan 
markets. The advertising starts to 
break in late August and continues 
through September, and all ads carry 
dealer listings. This pre-tested adver- 
tising program is especially designed to 
give retailers a strong, local promotion 
buy, directing casual shoe customers 
into Kickerinos retailers’ trading area 
through each newspaper. 

Backing up this rotogravure promo- 
tion is a national magazine campaign 
in Mademoiselle and Charm and other 
leading fashion magazines, beginning 
with the August Back-To-School Issue 
of Mademoiselle. Magazine ads employ 
the same “Casually Seductive” theme 
and artwork that is shown in the roto- 
gravure ads. Reprints of these ads 
will be distributed to retailers on Made- 
moiselle counter cards. 

In conjunction with this local Sun- 
day rotogravure promotion, and Made- 
moiselle and Charm space, Kickerinos 
has developed a series of high quality 
dealer tie-in mats which have special 
appeal for retailers. Similar illustra- 
tions are designed to associate a double 
sales producing impact in the consum- 
er’s mind. 


Miller Shoe Offer 
Package Ad Deal 


The Miller Shoe Co., Cincinnati, 
Ohio, makers of women’s orthopedic 
shoes, have created a packaged adver- 
tising deal which will include new price 
tickets, window signs, display cards, 
and display stands. 

A company official stated, “We are 
going to continue on our road of stand- 
ardized Goodyear welt shoe construc- 
tion, oxford types, heels of 14/8 and 
predominantly lower.” 








Treadeasy Will 
Advertise Extensively 


During the Fall and Winter seasons, 
Treadeasy Shoes will be extensively ad- 
vertised. The manufacturer, P. W. 
Minor & Son, Inc., of Batavia, N. x, 
has completed the following definite 
plans: 

Treadeasys will continue to be ad- 
vertised in the Woman’s Home Compan- 
ion. Attractive advertisements will ap- 
pear in the September and October 
issues. 

Dealers will receive a large supply 
of window display cards, and news- 
paper mats will be furnished to tie-in 
with the Woman’s Home Companion 
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ads and other national advertising. 

Direct-mail literature will be furnish- 
ed and will consist of a folder, printed 
in three colors, to be mailed by Tread- 
easy agencies to their trade. 

The company will publish its cus- 
tomary in-stock catalog for Fall and 
Winter, illustrating a large number of 
styles in a very complete range of sizes 
and widths, available for immediate 
shipment. 

The firm’s slogans, “Scientific Foot- 
wear for Fashionable Women” and 
“America’s Most Fitting Footwear” 
will be prominently mentioned through- 
out. 





Sandabs by Laurel 
Reveal Fall Plans 


Plans for the promotion of Sandabs 
by Laurel, women’s casual shoe first 
introduced last Fall, will include trade 
paper advertising, dealer radio and 
newspaper time and space, according to 
David Morrison of the Morrison Glove 
Co., Monrovia, Calif. 

Several other promotional activities 
are being considered, in connection with 
the introduction of the new styles and 
colors for Fall and Winter. 

A line of handbags to match in color 
and the same glove leathers, will be 
marketed with Sandabs. 





Nettleton to Continue 
Strong Ad and Dealer Program 


The A. E. Nettleton Co.; Syracuse, 
N. Y., manufacturers of men’s and 
women’s shoes, plans to continue a 
strong national advertising and dealer 
promotional program for the Fall and 
Winter season. There will be colored 
ads in both Esquire and Holiday maga- 
zines. The style booklet will again be 
offered and a mat service will be avail- 
able enabling Nettleton dealers to tie- 
in with the national program as well 
as advertising locally. Window cards, 
counter cards, and special displays are 
being prepared for early distribution. 





One-Minute Radio Recordings 
Highlight Nunn-Bush Plans 


The Nunn-Bush Shoe Company, mak- 
ers of Ankle-Fashioned Oxfords, Mil- 
waukee, Wisconsin, will highlight its 
Iall season with a series of one-minute 
novelty radio recordings. Complete de- 
tails will be furnished any Nunn-Bush 
merchant on request. 

A heavy schedule of national adver- 
tising will continue to appear in the 
Saturday Evening Post, Life, Collier’s, 
Holiday and Esquire. Usual trade jour- 
nal schedule will continue to appear in 
the Boor AND SHOE RECORDER, Apparel 
Arts, and Coast Shoe Reporter. 

Window display cards and price 


tickets will be furnished free to every 
representative Nunn-Bush merchant 
and a series of window display back- 
grounds will be available at a moder- 
ate charge. 





Propr-Bilt Enlarges 
National Promotion 


The O’Donnell Shoe Corporation, 
Humboldt, Tenn., manufacturers of 
Propr-Bilt Children’s Shoes, have an- 
nounced the addition of Good House- 
keeping to their list of national adver- 
tising media for Fall with over 100 per 
cent increase in reader circulation. 

Backed by a complete series of mer- 
chandising and_ sales aids, the Fall 
Propr-Bilt Promotion is the largest in 
the firm’s history. 

A complete booklet showing news- 
paper ads, radio scripts, counter and 
window displays, direct mail and other 
dealer sales aids is available on re- 
quest. 





Old Colony to Feature 
New Kinetic Shoe 


The program of national advertising 
that has been behind the new Kinetic 
Shoe made by the Old Colony Shoe Co., 
Brockton, Mass., will be continued. 
Based on a unique “anti-wrinkle, anti- 
curl” theme, the Kinetic campaign has 
aroused favorable comment in both 
trade and consumer circles. To enable 
individual dealers to derive maximum 
benefit from this national advertising, 
several merchandising aids will con- 
tinue to be offered. These include en- 
velope stuffers, mats, counter cards, 
cross-section construction displays, and 
cooperative advertising. 

The new Kinetic Shoe has met with 
success since its introduction two years 
ago. The shoe incorporates two new 
features that assure a youthful appear- 
ance and comfort. 





Portage Linage 
Largest in History 


Portage Shoe Mfg. Company, Mil- 
waukee, Wis. Collier’s, Esquire, and 
True will again carry the national ad- 
vertising linage for Portage during 
the Fall and Winter season. Total 
linage for 1949 will be the largest in 
the company’s history. 

Portage dealers will have a complete 
newspaper mat service at their dis- 
posal. Window backgrounds, neon 
signs, window cards, price tickets, and 
other point-of-sale material will be 
available to all Portage dealers at co- 
operative prices. Direct-mail pieces in 
the form of folders and post cards will 
also be available for Fall and Winter 
promotions. " 
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Biggest News 
Since Shoes! 


Exciting new House Shoes 
for Boys and Girls 


Wart Disney 


Character 
House Shoes by 


Tels 


TRIMFOOT COMPANY e¢ FARMINGTON, MO. 





© Walt Disney Productions 


Styles shown (from bottom) FLOWER, DONALD DUCK, DUMBO, BAMBI, DANNY AND THUMPER. 





Mills at Orange, Texas 





Yow, Smart | 
TAKE- HOLD 
SHOE BAG 


“lhe Unique 
LADIES SHOE BAG 


Lowest Price 
ou the Market 
for a bag with 
BUILT-IN HANDLE 


Here’s the latest Equitable 
packaging creation that is as 
unique as an atomic reaction and your 
customer's response will be just as explosive. 
Everybody likes the Equitable Take-Hold Shoe 
Bag. Customers, retailers and manufacturers. 
Get Equitable’s low direct-from-the-mill prices 
on your packaging needs. A fraction of a cent 
more per transaction modernizes your shoe 


package. 


quitable 


PAPER BAG COMPANY = 






47-00 THIRTY-FIRST PLACE 








The shoes are in- 
serted vertically in the 
bag, making a nar- 
row, compact and 
easier-to-close 
package. 


e COMPACT, EASY-TO-CARRY SIZE 


e REDUCES WRAPPING COSTS . . . 
QUICK AND EASY TO PACK 


e LOWEST PRICE ON MARKET FOR 
BAG WITH BUILT-IN HANDLE 


e ENCOURAGES TAKE-HOMES, 
REDUCES SENDS 


LONG ISLAND CITY 1. N.Y. 


DIRECT FROM MANUFACTURER 














Review of RH lraae 


CLOSED CASUAL PATTERNS 
SELLING IN NEW YORK 


New YORK stores continue to re- 
port two kinds of business, casual and 
other Summer shoes, and dark suedes. 
In the first group, the casual shoes, 
all kinds are selling. A good deal 
of promotion emphasis is being placed 
on the very open sandal, usually with 
a Greek name attached to give it a 
classical flavor. 

Besides these, however, closed cas- 
ual patterns are selling. One store 
has been doing very well with an 
espadrille which is especially popu- 
lar in blue denim. All colors are 
selling in casual shoes, with white in 
strong demand. Several stores have 
been promoting bright multicolor 
combinations in smooth leathers or 
reptiles. Vacation slippers. chiefly 
scuffs, are moving well in some stores, 
One active department reports that 
terry cloth and satin are the favorite 
materials in their scuffs. White and 
pastel colors are all selling. 

Linens and shantungs continue to 
draw business in a good many stores. 
In at least some high style stores. 
colors are receiving more attention. 
one such department reporting only 
15 per cent being bought to be dyed. 
Straws are also continuing to sell. 
All-over rather dressy shoes are do- 
ing good business in some stores. Most 
merchants report steady sales in dark 
suedes, especially black. 

The children’s departments are do- 
ing most of their business in can‘ 
or sport shoes. Sneakers and camp 
moccasins are the top sellers. Bare 
foot sandals are also very much i; 
demand. Business in children’s de- 
partments, as well as other shoe de- 
partments, picked up very noticeably 


with the coming of cooler weather. 
= € #* 


ST. LOUIS RETAILERS BAFFLED 
BY COMPARATIVE FIGURES 


DEPARTMENT store buyers here 
are not very optimistic about pros- 
pects for Fall, and this probably 
stems from the current tempo of busi- 
ness. One well-known buyer de- 
scribed business recently as “lousy.” 
Another said there just wasn’t any 
use talking about it. When pinned 
down, however, for a comparison with 
the so-called pre-war norm, shoe men 
concede things are “all right.” though 
they don’t say it very enthusiastically. 


July 15, 1949 


Actually, buyers here are confront- 
ed every week with the difficulty of 
attempting to match the high sales 
curve of a year ago. Merchandise 
managers of department stores stress 
last year’s dollar volume when they 
talk to their shoe buyers and when 
the shoe men try to match those fig- 
ures the results don’t make for op- 
timism. 

The four weeks ending June 18, for 
example, according to statistics of the 
Eighth Federal Reserve Bank here. 
shed revealing light on the problem 
department store buyers are faced 
with in meeting 1948 Summer’s fig- 
ures. On all commodities (shoes in- 
cluded) dollar volume was down 10 
per cent compared to the same pe- 
riod last year. But for those four 
weeks in 1948, dollar volume was up 
21 per cent in St. Louis over the cor- 
responding period of 1947. 

And for the single week ending 
June 18, 1948, dollar volume was up 
66 per cent over 1947. Dollar volume 
this year for that week was 10 per 
cent below 1948. Cumulative dollar 
volume of department stores in St. 
Louis, however. since January 1 this 
year, is down only 5 per cent com- 
pared to the same period in 1948. As 
this is written. post July 4 clearance 
sales loom as promotions which may 
bring buyers out of the woods. But 
buyers won't predict their outcome. 








A refreshing thought—this bouquet of 

dark shoe styles — as offered by 

Thompson, Boland, Lee in Atlanta, 
Ga., recently. 


WHITE DRESS SHOES SELL 
IN SAN FRANCISCO 


JUNE sales of women’s shoes were 
reported as “good” by most stores in 
this area. Volume was a little behind 
last year but that was expected. 

Vacation footwear of all types has 
gone well. White is still the most 
popular color both in low-heel models 
and in Summer dress shoes. There 
has been a good demand for a wide 
variety of colors in casuals and san- 
dals. Because of the fact that so 
many stores have been featuring them, 
some shoe merchants find, however, 
that they are a little overstocked on 
the colored numbers. 

Customers are still price conscious 
and many stores are playing up the 
price angle in their advertising. Typi- 
cal of this was a snakeskin model fea- 
tured by the Emporium in red, green, 
brown or natural pumps at $10.95. 
Casuals have also been featured by a 
number of Market Street stores in the 
$5 to $10 range. 

An unusual number of June wed- 
dings has resulted in a good demand 
for white satin ballerinas, satin and 
linen slings. and both low and high- 
heeled white satin sandals in women’s 
footwear. and white buck oxfords for 
the men. 

Many leading stores started holding 
semi-annual clearance sales during the 
last two weeks of June and these are 
expected ‘to continue in other stores 
during the month of July. Price re- 
ductions in these sales are running 
from 20 to 50 per cent, the larger cuts 
being in the higher-priced brackets in 
women’s shoes. Reductions in men’s 
shoes run from 20 to 30 per cent. 

Inventories are being kept down 
and buyers are rather cautious. 

+ ee 


CHICAGO RETAILERS EXPECT 
GOOD FALL BUSINESS 


WHITEs. spectators, and play shoes 
continue to ominate Chicago retail 
shoe sales as merchants begin to plan 
promotions leading into Fall. Whites 
and casuals continued to be featured 
and promoted until the middle of July. 
but by that time darks, Fall styles, and 
back to school promotions, were sched- 
uled to take over. 

Retail shoe business slowed down 
in June, although whites sold far bet- 
ter than a year ago and casuals at 
about the same rate as last year. Buy- 
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ing of Summer and play shoes in the 
period before the Fourth was not as 
heavy as expected and clearance sales 
broke in abundance after that holiday 
and will continue all through July. A 
good proportion of Summer shoes that 
merchants don’t want to hold over 
were offered at these sales at good 
reductions. 

Men’s shoe business has been better 
proportionately than has women’s. 
Men’s brown and whites have sold 
especially well, with many stores siz- 
ing up through June. Brushed leath- 
ers also are continuing to move. In 
the women’s end, reds and greens 
have held up well even in conserva- 
tive type shops, which seldom sell 
much color this time of the year. 
Green is so strong that it is expected 











to continue in demand through the 
Fall and Winter. 

All retailers are optimistic as to 
Fall business. They see no price 
changes, since, except for some slight 
reductions on cheaper shoes. they are 
paying about the same for Fall shoes 
as they did for those they bought six 
months ago. The comment has been 
made by several downtown retailers 
that little or no price resistance is en- 
countered from consumers. It is traf- 
fic that is slow, but when customers 
need shoes, they are willing to pay 
the price without question. 


= * ~ 


FOUR TRENDS INFLUENCE 
MIAMI SHOE PICTURE 


THE shoe picture throughout the 
Greater Miami area seems to be 
dominated by four factors. First, there 
has been a big increase in all-white 
shoe sales. Whereas it was formerly 
considered that this area was a leader 
in white shoes, for some seasons past, 
the percentage of white has fallen off. 
Last month, however. sales in white 
picked up. Shoe men feel that the 
wedding and graduation business was 
to some extent responsible for this. 
The second outstanding news is the 
large increase in the all-black Sum- 
mer shoe. This is credited to the im- 
portance of dark sheers for Summer 
wear. Daytime, cocktail, dinner and 
evening clothes in black sheers de- 
mand a black shoe. There was a time 
when a black Summer shoe was as 
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much a novelty in Miami as a snow- 
shoe, but dark footwear is very com- 
mon today. 

The third trend is away from either 
white or black and toward colorful 
Summer slippers. With cool Summer 
frocks the best-dressed woman is add- 
ing a touch of color by tieing in hat, 
shoes and purse to some note in the 
print or in direct contrast. For ex- 
ample. a navy sheer may be accented 
by bright red slippers, purse and red 
corsage. A white outfit topped by a 
yellow hat is worn with yellow suede 
slippers. Wine dress with pink slip- 
pers is a favorite combination. Beige 
costume and pink slippers are also a 
good combination. 

The fourth important trend is the 
naked look of the foot. David’s Fifth 
Avenue on Lincoln Road is featuring 
a cork sole wedge laced with thongs 
of leather. Allan Abess in both the 
Lincoln Road and Miracle Mile shops 
is doing well with a barefoot sandal 
in suede, pigskin, calf or linen, in a 
wide color range. At the Bootery on 
Miracle Mile. Coral Gables, nylon 
mesh with suede trim is a good num- 
ber. Bright colored sandals are vol- 
ume items in all stores, whether pop:1- 
lar-priced chain stores or the more 
exclusive shoe salons. 

Reptiles continue to be active. Nan- 
kin’s has been featuring some attrac- 
tive multicolor reptile sandals at 
$10.95 that are particularly smart. 
They may be worn with print frocks 
for any time but evening. 

A significant note. not only in Miami 
but along the Southeast coast of 
Florida. is the emphasis on sales. It 








Interesting method esed by Richards 

in Miami, Fia., to introduce their 

nude sandals——composed of little 

more than a sole and a few strips of 
leather. 





would seem that practically every 
shop. including the old, established 
places as well as the less well known 
ones, is advertising tremendous price 
cuts in all lines. Some of the mer- 
chants have expressed a need to get 
out from under heavy inventories, and 
others are saying that they want to 
clear their shelves for the new models 
which they predict will be introduced 
for Fall. 


* + 


WHITES AND CASUALS 
SELLING IN TWIN CITIES 


St. Paul 


Stores are pushing white shoes in- 
tensively, making the most of a short 
season. Contrary to early Spring pre- 
dictions that whites would be sup- 
planted by color, it is found that white 
is a favorite. The strong trend toward 
cotton dresses has re-acted in a de- 
mand for white shoes which can be 
worn with a variety of colors in 
dresses. Both high and low heels are 
selling well in white. 

Casuals in color have become a 
staple. Stores continue to report good 
sales in this type of shoe. 





There is litthe demand for Fall 
styles as yet. Stores have generally 
not begun clearance sales in shoes 
although clearance sales in dresses is 
in full swing. Next month shoe stores 
will fall in line to get space for Fall 
stock. 

Sales have been only fair, a ma- 
jority of stores have reported. Strikes 
in building trades, taking thousands 
off pay rolls. is having its effect on 
business. Customers are buying cau- 
tiously. 

Downstairs stores continue to re- 
port an increase in interest as cus- 
tomers are shopping for value. Chil- 
dren’s shoe stores and departments re- 
port fair sales in sturdy vacation 
shoes. 

In color. black is still highest in 
favér for general wear for women. 
Brown has had strongest sale in men’s 
shoes. Little interest is shown in 
novelty shoes for men such as open 
weaves. 

* = * 
Minneapolis 
There has been good promotion of 
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Newest Member of Dr. Posner’s Muscle Builder Service 


THE SHOES THAT GIVE 3-WAY FOOT TRAINING 













‘| THE COUNTER BACK STAY . . . holds the 
back heel bone (Achilles Tendon)! 


2 THE WEDGE .. . tilts the heel bone 
(oscalcis) and helps point the toes 
straight ahead! 


G7) 3 THe Ptcs... keep the wedge-tilt constant 
by resisting wear! 


Dr. POSNER’S MUSCLE BUILDER TODDLERS IN STOCK FOR IMMEDIATE DELIVERY 






































DESCRIPTION CACKS 3-6 (Unlined) DESCRIPTION INFANTS 614 — 8 (Unlined) 
STYLE NO. Cost S.P. STYLE NO. COST SP. 
White Elk Boot se 3.00 495 | White Elk Boot a 3.30 5.50 
Smoked Elk Boot Re 3.00 4.95 || Smoked Elk Boot at 3.30 conan 
Sa 770 300 495 || Brown Elk Boot et 3.30 5.50 
Red Etk Boot 200 495 || Red Ek Boot 201 
White Plug and Tongue B-£ White Plug and’ Tongue ae 3.30 330 











Dr. A. POSNER SHOES, Inc. 


EXECUTIVE OFFICES: 101 WEST 3ist STREET, NEW YORK 1, N. Y. 
Sales Offices: Chicago: Merchandise Mart, Room 1046 * Pacific Coast: Haas Bidg., Suite 1002, Los Angeles 
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—more or less—with the real life cow- 
boy idolized by every youngster. 

Of Acme’s daily output, children’s 
boots account for 2,000 pairs and 
adult sizes another 1,500 pairs. Figur- 
ing on a 3,500-pair daily production, 
250 working days a year, Acme makes 
one pair of boots for every 150 adults 
and children in the United States. 

Sidney Cohn, manager of the plant 
and son of its founder and president, 
Jessel Cohn, says that the firm makes 
about 60 per cent of the cowboy boots 
sold in this country. 

Even taking into account the con- 
siderable number of persons shod by 
Acme’s competitors, there still are a 
great many Americans of all ages who 
have yet to wear a pair of cowboy 
boots. This unbooted majority both 
comforts and disturbs Sidney Cohn be- 
cause a) his dealers’ orders indicate 
that many of the unbooted want west- 
ern footgear, and b) Acme has more 
demands than it can handle. 


A Flier in Advertising 


In spite of the fact that its factory 
is carrying a capacity load, Acme took 
a flier in national advertising this year 
to establish the brand name with the 
potential customers of four and five 
years hence. Life, Holiday, the Satur- 
day Evening Post, and Parents’ Maga- 
zine have been carrying its advertis- 
ing which stresses the “Tested in the 
saddle” angle. 

It is any man’s guess as to why 
the American public is so all-fired eager 
to look as if it belonged on a horse. 
The younger Cohn, more interested in 
the commercial advantages of the phe- 
nomenon than in its psychological basis, 
recently pointed out that many other 
businesses help his own. 

“Look at your comic books,” Cohn 
said. “Notice how many of them are 
about cowboys. Look at how popular 
western movies are. Why, every young- 
ster who doesn’t want to be a cop 
wants to be a cowboy.” 

Whatever the reasons that spur its 
customers, if it can help a youngster 
in Oak Park, Ill., or a vacationer at a 
Catskill mountain dude ranch project 
the Chisholm Trail into the twentieth 
century by selling a pair of cowboy 
boots the Acme company is ready and 
willing. 

Acme still occupies the three-story 
brick building on the edge of Clarks- 
ville where it began business in 1929. 
For the first 10 years of its existence 
in Tennessee the company produced 
children’s and infants’ shoes, a line 
that Jessel Cohn had concentrated up- 
on as a small manufacturer in Chica- 
go. The elder Cohn, now a soft-spoken, 
white-haired man of 79, learned the 
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bootmaker’s trade in Bristol, England, 
under an uncle who was part owner 
of a shoe factory that made women’s 
shoes for export to colonists in South 
Africa. Jessel Cohn followed his father, 
a brewer, to the United States and set- 
tled in Illinois. His first job was at 
Dixon, IIl., cutting out shoes. Eventu- 
ally he opened his own business in 
Chicago, but toward the end of the 
twenties he began to consider relocat- 
ing his plant in a small town to get 
away from the production difficulties 
he was experiencing in Chicago. 

In 1929, Clarksville, Tenn., a small, 
rather wealthy town on the banks of 
the Cumberland river, the marketing 
center of a dark-fired tobacco region, 
was advertising for new industry. Cohn 
went South to scout the offer. 


From Overalls and Buttons to Boots 


He liked what he saw and was con- 
tent with the location offered him, a 
50-year-old, three-story brick build- 
ing which had housed an overall fac- 
tory and a button plant in other days. 
The Acme Shoe Manufacturing com- 
pany moved in and began producing 
children’s and infant’s shoes in No- 
vember, 1929. 

A dozen years ago the company’s 
Texas salesman was hurt in an acci- 
dent. Leaving his oldest son, Sidney, in 
charge at Clarksville, Jessel Cohn made 
a trip to Dallas, Texas, to find a re- 
placement. He stepped into a haber- 
dashery while he was in the city and 
asked to look at a hat. The clerk 
brought out a broad-brimmed 10-gallon 
hat. 

“They showed me a $50 hat!” Cohn 
recalls, and there still is awe in his 
voice. “Fifty dollars for a hat! And 
then they showed me a pair of boots 
that cost $65.” 

He bought the $65 boots. “I wanted 
to find out what kind of boots would 
cost so much. I had them on only once, 
just to try on for size. Then I took 
them with me and ripped them up to 
see how they were made.” 

It occurred to Sidney Cohn that if 
cowboy boots could be made on an as- 
sembly line basis and sold for a frac- 
tion of the price tag on hand-made 
boots there probably would be a size- 
able market for such a product. He 
persuaded his father to scrap the child- 
ren’s shoe business. 

“We took out everything,” the father 
said to a recent visitor at the plant. 
“Machinery and lasts went out, we 
sold our stock of shoes—everything— 
and began the new line.” It was some- 
thing of a wrench for him to start 
afresh on a venture but he has only 
recently begun to think about retire- 
ment. 



















He is still in and out of his office all 
day, from 8 a.m. until 5 p.m. He, as 
much as anyone, is responsible for 
changes in boot designs which he 
sketches before a new pattern takes its 
place in the Acme line. He took a per- 
sonal interest in a workers’ cafeteria 
recently opened across the street from 
the factory. 


A Family Affair 

Two of Jessel Cohn’s sons are sales- 
men for Acme. Irvin travels the states 
from Chicago to Boston and Marvin 
Cohn travels the Southwest. Sidney 
Cohn, the oldest brother, manages the 
factory. A darkly good looking, care- 
fully dressed man, he speaks persuasive- 
ly and at machine gun speed. 

A measure of this staccato quality is 
present everywhere in the Acme plant. 
Acme boots are cut, stitched, polished 
and packed on an assembly line by 
workers who do not waste a single mo- 
tion on their individual assignments. 
Before one quarter top, vamp or foxing 
is cut from a hide, the plant’s produc- 
tion office has computed, on a calcula- 
tor designed especially for the purpose, 
the number of pieces in any size that 
can be extracted from the hide. 

The quarter top of a boot, the fancily 
decorated part into which a cowpoke 
tucks his pants, is 10 inches high and 
the way the two seams on either side 
are finished off—that is, welted inside 
or out—is indicative of the cost of the 
boot. The more expensive boots have 
an inside welt. The vamp of the boot 
is stamped across with a “crease” at 
that point where the leather of oxfords 
usually wrinkles. The crease is a sort 
of bootmaker’s mark; Acme uses five 
straight lines. The foxing, or spur 
piece, is the back of the boot and the 
underlay is a trade term for the con- 
trasting colored leather sewed under 
cutout designs. 

Children’s boots, which retail from 
$6.95 to $9.95, are assembled in a dif- 
ferent section of the plant from the 
adult sizes although the type of work- 
manship on both is the same. The 
younger, less experienced employees 
begin on this line of boots, which in- 
corporates synthetic materials that look 
like leather and wear adequately but 
don’t cost as much as hides. 

Men’s and women’s boot’s are made 
entirely of leather, including the un- 
derlays beneath elaborate cutout de- 
signs which are used in all but the few 
conservative boot styles produced. Of 
the hides used in Acme boots, calfskin, 
which used to sell for 35 cents a square 
foot before 1940 and now costs around 
a dollar, is one of the most expensive 
materials used. Kidskin, cowhide, 
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The “big boys” know VALUE! 


America's biggest shoe retailers made this story pos- 
sible! Our first orders for Frankel’s sensational shoe 
display forms came from the biggest shoe chains. 
They're the boys who KNOW VALUES! And their 
enthusiasm over the fit, finish, and price resulted in 
thousands of orders from stores of every size and type. 


Frankel Shoe Display Forms REALLY FIT! They hug the 
heel seat, mould the shoe to its correct last, hold ankle 
straps in position. They'll put extra ‘‘sell’’ into all your 
display shoes. 


High, low and medium heels 25 


in stock for immediate delivery. 
Painted toes and closed tops. PAIR 


<< CHILDREN’S Plastic 
Shoe Display Forms 


Infants’ Children's Miss" 
Size 7 Size 10 Size 13 
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EXTRA Sales, EXTRA Profits 


FROM THIS NEW 


E-SALE ITEM 


Store tests have proven that you can sell Frankel plas- 
tic shoe trees to most women’s shoe customers (mostly 
3-pair sales). Spring-tension holds straps in position, 
keeps shoes in perfect shape. Scientifically-designed 
for use with all styles of women’s shoes. Simple screw 
adjustment and size rule makes it easy to adjust to ‘4 
all sizes . . . Six lovely colors: blue, red, pink, yellow, ; SE a ie 
green, wine. Amazingly low-priced. - ¥ . : : PENDING 


TIT \\ Ts ¢ PR. 


World’s Largest Makers of Plastic Shoe Display Forms in gross lots 
493 Seventh Ave., New York 18, N.Y. TO RETAIL AT 49¢ PR. 
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Co-ordination Key to Boldrick’s Success 


ure may vary upward as future expan- 
sions and potentials warrant. 

Since 1946, newspaper advertising 
has been assigned the job of maintain- 
ing Boldrick’s sales at above-average 
levels during a period of readjustment 
and declining sales. In 1947, Boldrick’s 
recorded a volume decline of 9.2 per 
cent under the year before. The rea- 
sons, according to Mr. Smith, were: (1) 
the switch to a buyer’s market, (2) de- 
veloping consumer price-consciousness, 
(3) the lack of nationally branded 
lines of merchandise in the store’s 
stock, (4) the fact that the loss of 
much of San Diego’s wartime Navy 
personnel, and the shuttering of air- 
craft plants reduced the size of the 
local shoe market. 

Mr. Smith’s prescription in 1948 
was: to secure more established lines 
of merchandise at prices more suit- 
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able to his customers, to add new de- 
partments offering correlated mer- 
chandise, and to increase Boldrick’s 
advertising to secure heftier portions 
of what business was available. 

At the same time, Mr. Smith directed 
an expansion into new lines of corre- 
lated merchandise. Scarfs were added 
and promoted to boost falling sales in 
the.belt department; and fashion jew- 
elry was added to lift the hosiery 
department’s volume. Results were al- 
most immediate gains in both depart- 
ments. 

While these departments were added, 
the store was remodeled, and the ad 
budget was raised to the highest per- 
centage in Boldrick’s history: 5.09 per 
cent of sales. Although volume declines 
in the majority of regional shoe stores 
grew more pronounced in that year, 
Boldrick’s volume losses became smaller 


than those representative of the area. 

A true measure of the success of 
the store’s realigned merchandising and 
advertising policies is indicated in 
plans for 1949: Goal: $800,000 annual 
sales; ad budget: 5 per cent; antici- 
pated volume decline over 1948: none. 


The Advertising Budget 


It can be seen that Boldrick’s co- 
ordinated advertising program is in- 
terrelated with sales estimation and 
budgeting. As the goal rises, so, too, 
does the amount of lineage planned to 
reach the goal. The ad budget is flex- 
ible, being adjusted to anticipated con- 
ditions. The current budget for ad- 
vertising is planned at an even 5 per 
cent of estimated 1949 sales. Ten per 
cent of this promotional fund is with- 
held as an emergency fund, and the 
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of the year before, in this case 1948. 


This table illustrates the methods used by this store to 
determine an advertising budget for the entire year 1949 
—by months, for the whole store, and for each depart- 
ment. Starting point in the plan is the store’s own figures 


illustrates the distribution of sales by months of 1948 for 


5% budget established for total advertising —$40,000 in 1949. 
Monthly Distribution of Advertising Budget by Departments 


TABLE A 


Advertising Planning Procedure, 1949—Boldrick's Shoe Store 


the whole store and for each department within the store. 
The percentages in the upper table are used to translate 
last year’s performance into this year’s plan. The lower 
table represents the advertising dollars planned for each 
month of 1949, in the whole store and for each depart- 
ment, based upon the sales goal of the store. 


The upper table 


Monthly Distribution of Sales by Departments, 1948 


Whole Store Children’s Women’s 
Month’s % of High Heel Scarfs Hand Low Heel Shoes & & Men’s 
Vear’s Sales Month Dress Shoes Belts Bags Casuals Slippers Slippers Hosiery 
11.07 January 49.09 31 7.72 28.39 9.74 3.12 1.63 
6.37 February 42.01 .37 9.79 25.75 15.72 3.53 2.83 
9.69 March 44.10 17 9.11 23.95 16.79 3.27 2.61 
8.51 April 50.28 35 8.55 25.53 9.53 3.60 2.16 
8.34 May 43.33 .37 9.61 28.84 11.80 3.97 2.08 
7.94 June 46.44 -42 8.73 24.50 11.97 4.74 3.20 
_ 7.73 July 40.74 .87 7.37 33.44 10.45 4.26 2.87 
7.10 39.17 -92 8.00 32.64 14.09 2.81 2.37 
7.62 September 40.87 4 8.45 29.63 16.08 1.66 2.59 
7.40 ober 44.75 -56 10.81 28.34 11.27 2.08 2.19 
7.60 November 44.54 53 12.06 24.90 11.86 3.76 2.35 
10.63 December 39.29 1.01 14.81 19.44 12.10 9.87 3.48 
Goal 1949—$800,000 annual sales. 10% of advertising budget withheld as emergency fund—$4000. 


Total budget for advertising in 1949—$36,000. 








Distribution of Children’s Women’s 

Year’s Advertising High Heel Scarfs Hand Low Heel Shoes & & Men’s 
Months Month Dress Shoes Belts Bags Casuals Slippers Slippers Hosiery 
,»988.80 January $1,958.10 $12.37 $307.94 $1,132.42 $388.50 $124.45 $65.02 
2,293.20 February 963.37 8.48 224.50 590.50 360.50 80.95 64.90 
3,488.40 March 1,538.38 5.93 317.80 835.47 585.70 114. 91.05 
3,063.60 April 1,540.38 10.72 261. 782.14 291.96 110.29 66.17 
3,002.40 May 1,300.94 11.11 288.53 865.89 354.28 119.20 62.45 
2,858.40 June 1,327.44 12.01 249.54 700.30 342.15 135.49 91.47 
2,782.80 July 1,133.71 24.21 205.09 930.57 290.80 118.55 79.87 
2,556.00 August 1,001.18 23.52 204.48 834.28 360.14 71.82 60.58 
2,743.20 September 1,121.15 19.75 231.80 812.80 441.11 45.54 71.05 
2,664.00 October 1,192.14 14.92 287.98 754.98 300.23 55.41 58.34 
2,736.00 November 1,218.62 14.50 329.96 681.26 324.49 102.87 64.30 
3,823.20 December 1,502.14 38.61 566.21 743.23 462.61 377.35 133.05 
“$36,000.00 Total $15,797.55 $196.13 $3,475.77 $9,663.84 $4,502.47 $1,455.99 $908.25 
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How to Please Objectors 


WHEN the lady entered the shoe store with a home- | 
wrapped paper bundle under her arm, several of the sales- | 


men left for the stockroom. One new salesman approached 
the customer and asked if he could be of any service. She 
demanded to see the manager immediately in no uncertain 


terms. 
Realizing the tenseness of the situation. this shoe sales- 


man ushered the lady into the office to talk to the manager | 


of the store. 


“I bought these shoes here.” began the customer. “and | 
your salesman told me they would last my child for months. | 


Now look at these shoes One month’s wear, and the soles 
are coming off; must have been made of paper. Thev 
weren't even stitched but glued. When they got wet look 
how the glue came loose. Now my child is barefooted, and 
your salesman said that these shoes would last my child 
for months. What are you going to do about it?” 

Of course. situations like this can happen in any shoe 
store. It may have been caused by a misunderstanding 
between the salesman and the customer. Or, the merchan- 
dise may have been below standard, or the customer may 
be almost unreasonable in the demands she makes for a 
pair of shoes. Regardless of the cause of the problem. 
an adjustment of some sort is in order. 

How should this adjustment be handled? What should 
be done to hold the good will of this customer and still 
not sacrifice the profits of the store? What are some of 
the methods that can be used in dealing with customers 
when they come in for an adjustment? 

In interviews with various shoe retailers to discover the 
best techniques to employ in handling adjustments. most 
shoe retailers were most cooperative and helpful. Here are 
some of the suggestions they gave for handling this 
problem: ; 


Assume the Customer's Claim Is Justified 





Actually in the minds of most shoe customers, about | 


95 per cent of the claims they make when seeking adjust- 


ments are really justified. There are a few, the minority | 
5 per cent, which are not justified. These are usually | 


made by chronic complainers or professional adjustment 

seekers who are quickly pegged by shoe retailers. 
However. for the most part the shoe retailer can assume 

that the claims his customers make are justified—at least 


in the customer's mind. Since the customer feels that the | 


claim is justified, the best idea is to proceed on the premise 
that the claim is right and make some kind of an adjust- 


ment so that good will can be held. A small adjustment | 


on one pair of shoes is good public relations. 


Let the Customer Tell the Whole Story 


Many adjustments have their origin as soon as the cus- 
tomer starts to unwrap the returned shoes and tell her 
story. Some retailers have found to their own sad expe- 
rience that when they interrupt the customer the adjust- 
ment procedure takes longer. becomes more involved, and 
usually, even though an adjustment is made, the customer 
leaves the store dissatisfied. 

By letting the customer tell the whole story, the retailer 
learns all the facts of the case. As the customer’s blood 
pressure goes down, her demands follow a similar down- 
ward trend. 

[TURN TO PAGE 94, PLEASE | 








Getting deliveries of TRADE 
BUILDER fill-in orders is only a 
matter of a few hours . . . one of 
the forty TRADE BUILDER dis- 
tributor stocks is right at your 
own back door. Use this service 
every day ... it will be a profitable 
habit! 








Style SID 
Smart blucher oxford 
made from SOFT, COM- 
FORTABLE KANGA- 
ROO LEATHER. Full 
natural grain leather 
quarter lining. Oak 
bend outsole. Steel arch 
support. Haif-rubber 
heel. Box toe. Ankle 
fitting combination last. 
Your cost $6.10. 

Slightly higher 
Denver West. 


Tie Up With TRADE BUILDERS 
e TOP QUALITY LEATHERS 
. . - More Value 
e CAREFUL CRAFTSMANSHIP 
. . - Better Looking 


e DURABLE CONSTRUCTION 
. - - Greater Wear 
e TESTED TRADE BUILDER LASTS 
. . . Better Fitting 
e FEATURES YOU'LL LIKE 
. . » Repeat Sales 
Keep your store stock at high selling effi- 


ciency with a minimum stock inventory by 
using the TRADE BUILDER wholesale distri- 


butor service. WRITE NOW FOR THE NAME 
OF YOUR NEAREST TRADE BUILDER 
WHOLESALE DISTRIBUTOR. 


M. T. SHAW, INC., Coldwater, Mich. 





remainder is distributed by months 
among the departments. Says Mr. 
Smith: “93 per cent of our total ad 
budget is invested in newspaper linage. 
The other 7 per cent is used for radio 
and direct mail.” 


Budget Distribution 


Boldrick’s method of distributing the 
ad budget over the months of the year 
according to the seasonal nature of its 
sales represents a model for small 
store management: (1) Promotions for 
each month are planned in relation to 
that month’s contribution to annual 
sales. (2) The various departments in 
the store are #romoted in proportion 
to how much they contribute to each 
month’s sales. 

This philosophy is the foundation for 
the annual master advertising plan re- 
produced in the table on page 88. The 
table illustrates the method used by 
the store to determine an ad budget for 
the entire year of 1949, by months for 
the whole store and each department. 

Beginning point of the ad plan is 
the breakdown of the last year’s sales 
by monthly percentages of the total. 
Boldrick’s sales percentage in Janu- 
ary, for example, was noticeably high 
—11 per cent of annual sales. This is 
characteristic of every year’s January 
sales, because the store holds a semi- 
annual sale starting January 2 every 
year, with the whole store participat- 
ing. The entire month is devoted to 
clearing stocks before regular inven- 
tory time, on February 1, when Spring 
lines are opened and shown. 

Mr. Smith has found many important 
advantages inherent in this planning 
system. First of all, it enables him to 
fit sales activity in all departments 
into an overall ad plan. The master 
plan places automatic emphasis on traf- 
fic building merchandise. Major de- 
partments receive major newspaper 
promotion. At the same time, adver- 
tising of correlated departments in- 
creases automatically as sales rise in 
those departments. During the year, 
no department is totally bereft of news- 
paper promotion. Boldrick’s advertises 
in direct relation to its seasonal sales 
opportunities, yet advertises in all its 
departments every month. It is im- 
portant to point out that flexible an- 
nual planning is followed by quarterly 
and weekly planning sessions at which 
final and detailed promotional plans 
are made. The annual plan is completed 
one-half year ahead of time. Subse- 
quently, quarterly planning is done 
three months ahead. It is in the quar- 
terly planning sessions that actual 
items and prices to be advertised are 
selected. 

Which items and which prices to 
promote, and how to coordinate all pro- 
motions for maximum effectiveness? To 
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Co-ordination Key to Boldrick’s Success 


[CONTINUED FROM PAGE 88] 


solve this problem, Boldrick’s quarterly 
planning is executed in two phases: 
(1) the selection of merchandise for 
various promotions, and (2) coordina- 
tion of newspaper ads with interior 
and exterior displays. 

Selection of merchandise for promo- 
tion depends on the clues to customer 
preferences that are unearthed by the 
store’s carefully managed unit control 
system. This system indicates sales 
during each week of the month and 
during every day of the week, by indi- 
vidual items, sizes, colors, styles and 
price lines. The unit control sheets 
also tell Smith which lines are selling 
fastest. “We find also that people who 
buy the best merchandise buy early in 
the season, and people who buy medium- 
prices or less expensive merchandise 
buy late.” 

All of the information revealed by 
the unit control system serves as the 
basis for selecting individual items and 
price lines for promotion. Smith’s rule 
of thumb: “Advertise the items they’re 
buying, at the prices that are selling. 
At the same time, take advantage of 
seasonal price opportunities.” 

Quarterly planning is done not only 
for the whole store, but in each depgrt- 
ment. The master plan allots specific 
funds for each department for every 
month, and once computed, this budget 
is invested in its entirety. “Not only do 
we allow each department to spend its 
total percentage of advertising funds,” 
says Mr. Smith, “but we allocate win- 
dow and interior display space to and 
within departments on the basis of 
their importance to each month’s sales.’ 


Weekly Meetings 


With its promotions planned, its dis- 
plays coordinated, and stocks ready, 
Boldrick’s planning system is now 
ready for its final phase: the Monday 
morning weekly meeting. The meetings 
are attended by all department mana- 
gers, the store display manager and 
Mr. Smith. Last minute checks are 
made on the week’s forthcoming ads, 
and final plans made to follow through 
on individual promotions. 

After the Monday morning meet- 
ings, final ad layouts are assembled 
and delivered to local newspapers so 
that proofs can be returned in plenty 
of time to make corrections. It is a 
primary responsibility of all depart- 
ment managers to have newspaper mats 
available when they are needed. On 
special promotions, for instance on 
shoes, special tie-in material is pre- 
pared, such as proofs and photos of 
the ads used for display purposes in 
the store, and in the windows. Windows 
are an integral part of promotion. Mr. 
Smith says, “We change our windows 
more often than any other store in 
town, sometimes twice a week, although 









this depends on what we are promot- 
ing and how fast merchandise on dis- 
play is moving.” 


Ad Preparation 


Boldrick’s has long found it advisable 
and profitable to use the services of an 
agency—Martha’s Advertising Service 
of Los Angeles, which specializes in 
shoe and accessory promotion—in pre- 
paring all of their advertising copy and 
art work. “The agency makes about 65 
per cent of our ads and the other 35 
per cent are illustrated with factory 
mats which have been used success- 
fully. We run about four color ads a 
year,” says Mr. Smith, “and believe 
that this is one of the most effective 
ways to build the prestige of the store. 
Some stores hesitate to use manufac- 
turers’ mats because they claim that 
the prints don’t come out clearly. We 
have avoided this trouble by using each 
mat only once. If we are running the 
same ad in all four local newspapers 
—which we frequently do—we have 
four mats available from the factory 
to take care of our needs. We tie our 
handbags and shoes very closely to- 
gether in all ads, and 79 per cent of 
all our newspaper promotions feature 
handbags.” 


The Final Link 


The final link in Boldrick’s coordi- 
nated management and selling system 
is: sound sales technique at the point 
of sale. Once the ad plan has accom- 
plished its objective—that of pulling the 
customer into the store—every refine- 
ment in selling technique is used by 
the store’s salespeople to produce the 
sale. A continuing sales training pro- 
gram keeps the store’s staff always 
alert. The program is a matter of su- 
pervised actual daily selling, plus 
classes in salesmanship conducted in 
the various departments. Supervision is 
a vital element in the sales training 
formula. Mr. Smith says, “All of our 
department heads are on the selling 
floor at least 85 per cent of every day. 
At no time is any department without 
supervision.” 

Actual classes in salesmanship com- 
prise the second element of the pro- 
gram. This is done on a department- 
per-day basis. Each morning actual 
selling conditions are simulated in a 
sales tableau, in which department 
participants are changed from week to 
week, and each department comes un- 
der scrutiny. Remarks Mr. Smith: “We 
find that we all learn a little something 
new everyday in the process.” 


A Vital Difference 


It is this fact “learning something 
new everyday” which is outstanding 


[TURN TO PAGE 113, PLEASE] 


Boot and Shoe Recorder 














THE FINEST STYLE 
is ONLY AS GOOD 


ss COLOR 


Wrer your customer looks admiring- 
ly at the style with which you have just 
fitted her and with a glance or a simple 
phrase shows her approval, you know 
instantly that a sale has been made. 





Why not? You knew it was a perfect 
style for her. The last was right, and the 
pattern and leather well suited to it... 
and the color was perfect because it was 
an Amalgamated Coordinated Color. 
You have demonstrated again the truth 
of the statement that the finest style is 
only as good as its color and leather. 
Important too, is the fact that now you 
can sell her a handbag, belt or other 
Fashion accessories in the same Amalga- 
mated Coordinated Colors, certain that 
they will be precisely the same in color 
and tone as the shoes she admired and 
purchased. 





COORDINATED COLORS 


SPECIFY AMALGAMATED COORDINATED COLORS 


IN ALL YOUR SHOES AND FASHION ACCESSORIES AMALAC 


COLOR CHART AVAILABLE ON REQUEST 


AMALGAMATED , 
LEATHER companies, inc. [ANINGS 


AND 


GENUINE 


July 15, 1949 





IN AMALGAMATED LEATHERS 
CHARMOOZ 
GLAZED KID 


REPTILES 


WILMINGTON 99, DELAWARE CONTRASTING SHADES 
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Fall Advertising Plans and Programs 


Trade paper advertising will be car- 
ried in BooT AND SHOE RECORDER and 
Coast Shoe Reporter. 


Buntees Fall Ad Program 


R. J. Potvin Shoe Company, of Cam- 
pello Station, Brockton, Mass., will con- 
tinue through the Fall season its pres- 
ent advertising program, using Parent’s 
Magazine as a medium to reach con- 
sumers with its story of Buntees hand- 
lasted moccasins, and BooT AND SHOE 
Recorper for advertising to the retail 
shoe trade. 

The firm also uses direct mail circu- 
lars to the trade on types of Buntees 
that are carried in stock. 


Prima to Introduce 
New Flats and Wedges 


Advertising program of Prima, Inc., 
Columbus, Ohio, for Fall and Winter 
1949 will continue to make generous 
use of trade media, expanding the sale 
of its present lines of footwear as well 
as the introduction of its newest line 
of dress flats and wedges. Fewer con- 
sumer type ads have been planned, but 
an expanded program of cooperative 
ads with agencies has been worked out. 
The firm will also continue its direct 
mail circularization. 


Quigley Shoe Will 
Use Color Ads 


Quigley Shoe Corp., North Abington, 
Mass., plans to use color ads in Boor 
AND SHOE RECORDER to stress its policy 
of making quality shoes of distinctive 
style to be sold under the retailer’s 
brand. 

Advertising will be limited to pages 
in various trade publications. 


Sandler Will Use 
Dual Promoticn 


Sandler of Boston, Boston, Mass., 
manufacturer of sport shoes, has se- 
lected a dual promotional theme for 
Fall. First, a series of four item pro- 
motions will be launched during Aug- 
ust, September and October period. 
Each will play up one individual shoe. 
These item shoes will be backed by 
local advertising, mat service and 
strong in-stock support. The other 
channel will be several ads covering 
a general assortment, and others cover- 
ing specialized assortments. In this 
case again, mats, display cards, blow- 
ups and in-stock service will be used 
to further the success of these promo- 
tions. 

In both phases, leading fashion mag- 
azines will be used both in full bleed 
pages as well as black and whites. 
Several ads will be repeated in several 
magazines. These ads will appear in 
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August, September and October. 
Trade advertising, direct mail and 

salesmen visits will be used to keep 

dealers aware of this program. 


Selby Shoe to Offer 
Local-National Tie-In 


The Selby Shoe Company, Ports- 
mouth, Ohio, manufacturers of women’s 
shoes, has adopted a program selling 
whereby they are promoting specific 
items nationally and promoting them 
at local levels with the dealers, such as 
suedes for Fall, polished calf, square 
toes, reptiles, elasticized shoes, etc. In 
this manner, Selby states, the dealers 
will be able to tie in with national ad- 
vertising to a much greater and force- 
ful extent. 

Dealers will also receive new Fall 
advertising portfolios which will in- 
clude planned window displays, direct 
mail, merchandising aids, reprints of 
national ads, etc. 

Advertising will appear in Ladies’ 
Home Journal, Mademoiselle, Charm 
and McCall’s. 








Skippy Footwear Corporation 
To Expand Program 


Skippy Footwear Corporation, 215 E. 
22nd Street, New York, makers of play- 
shoes and indoor casuals, has announced 
the expansion of its national advertis- 
ing program. Erwin Breth, secretary 
of the firm, stated that the campaign 
will include regular ads in Parents’ 
Magazine and BooT AND SHOE RECORDER, 
free newspaper mats for retailers and 
window display materials. 





Sam Smith Shoe Corp. Plans 
All-Out Fall Campaign 


Pointing toward another big Little 
Yankee back-to-school season, the Sam 
Smith Shoe Corporation of Newmarket, 
New Hampshire, has primed another 
all-out Fall campaign for the shoes “de- 
signed to keep little feet normal.” The 
drive’s first gun will be fired in the Sep- 
tember issue of Parents’ Magazine with 
a full-page ad aimed at the magazine’s 
1% million readers. Consumer adver- 
tising will also run in Good Housekeep- 
ing. 

To prepare the trade for the Little 
Yankee selling season, a series of ads 
will appear in BooT AND SHOE RECORDER 
beginning with a July 15th ad advising 
dealers that Little Yankee Shoes are 
“pre-tested (by actual wear tests), pre- 
sold (by advertising) and preferred (by 
mothers).” New shoes in the line, in- 
cluding the cross-strap, saddle-strap 
and military models, will be promoted 
by dealer ads available in a special sup- 
plement to the Little Yankee mat ser- 
vice. Hard-punching sales promotion 


pieces will also be available in a wide 
variety. 


—_—— 


Step Master Will Supply 
Auxiliary Materials 


Step Master Shoes, Inc., Greenup, 
Illinois, manufacturers of footwear for 
children, will supply their dealers with 
the following auxiliary materials: 
Mats, window cards and price tickets— 
free; electric sign—at cost; cooperative 
advertising in conjunction with Win- 
dow-Fit; and a folder in each shoe box 
describing “Breather Lining” features. 

Advertising and promotions are to 
be continued on about a similar basis 
as in the past, and advertising will 
continue in Parents’ Magazine. 





Stone-Tarlow Will Promote 
New Miracle “Elevators” 


Stone-Tarlow Co., Inc., manufactur- 
ers of “Elevators” Height-Increasing 
Shoes, will promote the new Miracle 
“Elevators” that look exactly like or- 
dinary shoes, but will make a man con- 
siderably taller. This innovation is 
achieved by inner construction only, so 
that the outward appearance of the 
shoe is just like any smartly styled 
shoe. In addition, Stone-Tarlow will 
continue to follow its regular and con- 
sistent program of advertising its reg- 
ular Elevator shoes in national maga- 
zines. 

In order to stimulate consumer de- 
mand and acceptance, Ben Stone 
stated: “In addition to continuing our 
radio participation on at least six 
coast-to-coast radio shows, we are in- 
troducing our new plan of dealer co- 
operative advertising which will result 
in more linage being used by our cus- 
tomers in their local newspapers and 
which will include full pages in color 
in the magazine sections of leading 
newspapers in principal cities through- 
out the country.” 

By arrangement with their agency, 
Emil Mogul Company, Inc., a Dealer’s 
Service Bureau is being inaugurated 
through which retailers handling Ele 
vators will be able to call on the adver- 
tising agency for advice and counsel on 
local promotion of the Height-Increas- 
ing shoes. 

To supplement this Dealer’s Service 
Bureau, an extensive kit of dealer pro- 
motional material is being prepared. 





E. E. Taylor Will Use 
National Promotions 

E. E. Taylor Corp., Boston, Mass., 
announces two separate, aggressive 
programs for its Taylor-Made Shoes 


and the Taylored Moccasin. 
[CONTINUED TO PAGE 121, PLEASE] 
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calls for C alf leather 








... and sturdy fall styling receives hearty 
masculine approval when the leather is 

Willow Calf, which enables each style 
to look and wear its best. Willow Calf in colors, 
and Royal Calf in black, have been used 


since the “Gay Nineties” in men’s shoe 


factories throughout the country. 


WILLOW 


AMERICAN HIDE and ~§ LEATHER COMPANY Boston 
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MODERN YOUTH FOOT FAVORS 
This one means BUSINESS—lots of it! 


J-816: Little Gent's rose tan analine 
side upper; leather quarter lining, 
moccasin vamp; Panco double-tred 
sole; Sizes: 12!/2 to 3. 


In Stock—Order Now! 


$950 


pr. Net-30 
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PANCO 


Double- Tred Sole 
manufactured exclusively by 
Panco Rubber Co. 





IMMEDIATE 
DELIVERY 


Warehouse facili- 
ties in key cities 
throughout the 
country, insure 
prompt delivery. 


SEND your nome for our mailing list; ask for our newest 
circulars full of sales-building valves from stock. 


SIZES 2/9 


: 
z 


oc house every Live Retailer should know 










Catalogue On Request 
To Retail Profitably from $3-00 ¢. $4.00 


“~y Oo 


C. W Marks Shoe Company 





Mn, 








DISTRIBUTORS IN KEY wala 


EE ee Boston 

Krohngold Shoe Co. ................ Cleveland, "Onto 
eS aaa Los Angeles, Calif. 
B. Rosenberg & Sons .............. New rleans, La. 
Harper & Kirschten Shoe Co. ......... —ag if 


Rochester, Y. 
C. A. Bachman, 3737 Dupont Ave., Minneapolis, Mins. 


Immediate delivery from above sources. Write to distributor nearest 
your city or me to enantid for catalog and prices. 








Suit Shoes Have Important 
Role for Fall 


[CONTINUED FROM PAGE 57] 


liant colors are being used in the sheer wool dresses, so 
popular under Winter coats.) Beige and brown, taupe and 
grey. All 
the other brown tones, ranging from beige to rust and 


feature importantly in the current collections. 


cinnamon, are also extremely style-right in Fall suits. Here 
is your opportunity to sell dark brown shoes in both suede 
and smooth finishes; also that warmer tone, known this 
year as Cognac Brown. It has a slight red undertone that 
makes it especially attractive in smooth polished leathers. 
Black will also, of course, have a place in suit shoes since 
black is a smart accent with many of the colors mentioned. 
Take a mixture, such as has been used in the tweed of the 
suit shown here, cinnamon with black. That is a perfect 
costume for a black shoe. 


Special color promotions will take individual costume 
colors and feature shoe and accessory colors to blend with 





FOOTWEAR FOR EVERYBODY 
41S. Wells St., Chicago 6, Ill. 
Established 1870 









or accent these. One very interesting program of this kind 
is that of the Color Co-Op group which has chosen taupe 
and a rosy rust for its two promotion colors, calling them 
Putty and Brick. Both of them are colors with many possi- 
Skillfully 


combined or used with a third color, they are very effective. 


bilities for ready-to-wear shoes and accessories. 


Dark brown proved to be an excellent color to combine with 





How to Please Objectors 
[CONTINUED FROM PAGE 89] 


As the customer tells her story, it is a good idea to pay 
strict attention to her complaint. In this way when the 
adjustment is made, the manager will know what type of 
shoe will best serve her purpose. 

In the case cited earlier, for instance, the customer 
definitely wanted a pair of shoes that were sturdy, that 
would stand up in all kinds of weather, and would last 
her child for a period of time. Having this information the 
salesman can proceed to make an adjustment on the pair 
being returned. Then he can select a pair that will fulfill 
as nearly as possible the requirements of the customer. 

While many complaints may seem unwarranted and their 
adjustment calls for a high degree of patience. tact and 
diplomacy, there can be no doubt that good customer rela- 
tions depend in a marked degree on the manner in which 
this phase of a shoe store’s operation is handled. For that 
reason it becomes exceedingly important to devote careful 
and painstaking attention to the matter. Stores that have 
the reputation of going a long way to please their cus- 
tomers and adjust all causes of dissatisfaction on a fair and 
friendly basis usually retain their clientele. 
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Develop a Plan of Settlement 
While listening to the customer, the shoe man can 


develop a plan of settlement. The final settlement may be | 
for a new pair of shoes at no charge, a partial charge. | 


a cash settlement. or whatever seems to best fit the case. 


Have Customers Suggest a Solution 


Instead of offering an adjustment at the start of the 
interview. the retailer should ask the customer, “What 
would you feel would be a fair adjustment for these 
shoes?” In most cases the customer will suggest a reason- 
able amount. and the retailer will save the customer's 
good will. The customer will be satisfied with the adjust- 
ment offered by the store because it is just what she has 
requested. 


Admit Mistakes of the Store Promptly 


Handling adjustments can create good will or ill will 
for the shoe store. When the adjustment is made necessary 
by some mistake that the store has made. it is best. most 
retailers agree, to admit the mistake as quickly as possible. 
Then the customer doesn’t feel that the retailer is trving 
to put something over on her. 


Make a Decision Quickly 


When the customer suggests the adjustment. if it falls in 
with the general plan of the retailer. a quick decision 


will eliminate haggling. The customer will leave the | 
store better satisfied, and the time and money lost through | fA 


the adjustment will be reduced to a minimum. 


210 Associates Plan 
Golf Tournament 


Boston—The annual golf tournament of The 210 Asso- 
ciates. Inc., the philanthropic foundation of the shoe. 
leather and allied trades. will be held on Wednesday. July 
27. at the Kernwood Country Club. Salem. Mass. George 
Kaplan of the Majestic Fabrics Company. chairman of 
the gclf committee, announced that a large number of 
reservations for the golf tournament and dinner have 
already been received in advance of the official publicity on 
this event. Mr. Kaplan stated that he expected the greatest 
attendance in the history of these outings. 

More than thirty golf prizes of leather luggage will be 
presented at the dinner which will follow the golf tourna- 
ment. Additional prizes will be given to guests of the mem- 
bers of the 210 Associates. 

A new trophy will be presented for the first time by 
Gordon Scott of the Boot anp SHoe Recorper. This prize, 
called the Abraham Shapiro Memorial Trophy, will be 
awarded to the low net winner in the 16 to 30 handicap 
division. The cup will be held by the recipient for a period 
of one year. and he will also receive a duplicate in minia- 
ture for his permanent possession. 

As usual, the Silver Bowl trophy for the low net winner 
of 15 handicap or under will be given by Creative Footwear 
magazine. This cup must be won three times for permanent 
possession. 

James J. Molloy, president of the 210 Associates, has 


appointed the following members of the golf committee: | 


George Kaplan, chairman; A. W. Berkovitz, A. S. Burg, 
Warren Ellice, Marty Fine, Leslie George, Harold Gould, 
Paul Kleven, A. D. Knight, George Levy. Arthur Ruskin, 
Gordon Scott and Maurice Simons. 
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NATIONALLY ADVERTISED 
THE MOST BEAUTIFUL LINE 











or PLAYSHOES 


AND INDOOR 
CASUALS 


STYLED 
LIKE MOTHER’S 


IN STOCK 
FOR IMMEDIATE 
DELIVERY! 


BY 
OUR 
DISTRIBUTORS 


DANER & DANER, Fashion Mart Bldg., Miami, Florida 
HERSH & BACK, 67 Sullivan Street, New York, New York 
HILL SHOE CO., 70 N. 4th, Philadelphia, Pennsylvania 
HURD SHOE CO., INC., Ist & Main, Utica, New York 
KEEHN BROS., 219 W. Monroe, Chicago, Illinois 
LAKESIDE SHOE CO. 
1313-17 W. 6th St., Cleveland, Ohio 
LANE BROS. CO., 555 Atlantic Ave., Boston, Massachusetts 
THE CHAS. MEIS SHOE CO., 137 W. 4th, Cincinnati, Ohio 
M. S. RIFKIN SHOE CO., INC. 
761 S. Los Angeles, Los Angeles, California 
BEN ROSENBERG SHOE CO. 
1415 Washington Ave., St. Louis, Missouri 
P. H. VOLK & CO., 2 W. Lombard, Baltimore, Maryland 


SKIPPY roorwear corporation 


215 EAST 22ND ST., NEW YORK, N. Y. 
Made in Canada by FERN SHOE CO., Lid., Penetang, Ont., Can. 
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AT LAST 


MIKLIKS 


THE 
“ALL AROUND” 


WINTER BOOTS 
YOUR CUSTOMERS 


HAVE BEEN ASKING FOR 


-™ worn boots that 
keep feet dry and others 
that keep feet warm... 
but now they’ll wear 
MIKLIKS the boot that 
does a combination job as 
no other boot has ever 
done before! Because they 
fill such an urgent and 
long standing need, you'll 
sell MIKLIKS to all your 
customers once they know 
they are available again. 





. es og 


PUFFIN BOOT 


MIKLIKS 
FOR THE 
ENTIRE 
FAMILY 


SHIELDS FOOTWEAR CO. 


BOMBAY, NEW YORK 47 West 34th St., New York 


ORIGINATORS OF CAPESKIN BOOTEES 
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Shoes in the News 





THE popularity of the moccasin is one which seems to 
continue year after year, season after season. Especially 
is this style a favorite with those in their teens, both for 
strictly sport wear and in softer versions for dressier oc- 





| Moccasin treatment on a low 

wedge, especially good for 

the teen-age customer. Suede 

apron is combined with 

smooth leather, and _ the 

peaked front is closed with 
a lace. Viner Bros. 








| 


& 








casions. Moccasin treatment offers the possibility of com- 
bining leathers and colors, thus adding a touch of newness 
to the pattern which is sure to attract the eye of the cus- 
tomer. 

* * * 


| NCREASING attention has been given in recent months 
to developments in footwear for the young customer, all the 
way from protective types to those to be worn indoors. 





“Puffin” boot of soft leather. | 4 3] Laie 
with crepe process sole, | Feel 
shearling lining and collar. 35 
Extremely flexible construc- | iF 
tion. Available in brown, | \ 
red and white in infants’ V2 
sizes 4 to 9. Shields Foot- er IN 
wear Co. A) 4 
| if Pad ——o 
| de Z 
L 








This is significant, for it points to the fact that these very 
young customers are becoming an increasingly important 
part of your clientele. Many of these items are attractive 


An adjustable slipper, which 
expands in both length and 
width through a snap-closure 
arrangement. The sole is of 
suede: upper available in 
corduroy, satin and novelty 
fabrics. Boo-Toe from Blank- 
lette Corp. 





enough to chalk up sales as gifts, putting them in the classi- 
fication of highly profitable impulse purchases on the part 
of fond relatives. In all, there is an element of salability 
which can be realized through promotion. 


* * = 
VALUE, good styling and good shoes at a price—that is 
what the consumer is looking for today and the manu- 


facturer. distributor and merchant who can offer them 
that particular combination are the wise and successful 
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ones today. Still number one business getters in women’s 
shoe styles are the opened-up shoes, the ankle straps, the 
platform soles and the asymmetric treatments. In dressy 
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| 
Top: Skyscraper heel and 
14-inch platform on dressy 
black suede ankle strap with 
satin vamp trimming. Below: | 
Very unusual pump on me- | 
dium heel. Note popular 
style trend in shank cut 
down to sole. Both Lester | 
Pincus Originals. 











shoes for Fall much attention is being given to fine detail- 
ing, trimming treatments in satin, beading and contrasting 
leathers. 


Shoe Store Adds Television 


Detroit—The Mercury Boot Shop, Northwestern section 
store, has been taken over as a partnership by Harold T. 
and Rebecca G. Miskin. Store was formerly under the 
same ownership as a corporation. The Mercury store has 
a large size television set installed for the entertainment 
of its customers, and is said to be the first shoe store in 
the country to add this feature. Results are said to be very 
satisfactory. 





Shoe Window Features Leathers 





Camden, N. J.—In conjunction with World Trade Week, 
Schomer & Berman devoted a window to John R. Evans 
& Co., a local tannery, whose kid leathers have worild- 
wide distribution. The display, which store officials say 
received a great deal of attention, showed raw skins, 
scenes of the tanning operation at the John R. Evans plant, 
and women's kid shoes as manufactured by Craddock- 
Terry and P. W.° Minor. Evans Ruby Kid and 8rogandi 
were featured. 
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a new brand. 
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the newest. 


Made in St. Louis by 


1126 Jackson Place 
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While one of these mosquitoes is just the 
ordinary summer nuisance, the other is the 
man-killing Anopheles . . . dreaded carrier of 
malaria. But only an expert would quickly know 
the difference! 


Matching leather soles also calls for expert 
ability to tell “which is which.” At England 
Walton, trained craftsmen instantly spot 
ever-so-slight differences in fibre structures 

. and FIBRE-SORT soles accurately, for 
paired flexibility and longer, more even wear. 






Here’s extra value in shoes that means 
pleased purchasers, steady repeat sales, big- 
ger profits. Get this plus feature .. . for your 
customers and yourself . . . with England 
Walton FIBRE-SORTED SOLES. 










“3q8is ay UO s1 OIMbsoyy saaqdoup 241, 


a 


a ~ Which 
is Which? 


f You Can Tell Jnstantly, 





You're an Expert! 






Three greatly magnified cross-sections of sole leather. A and B 
are similar in fibre structure; C is noticeably different. England 
Walton experts will pair A and B, and find a matching fibre- 


structure for C. 





éngland Walton 
FIBRE-SORTED SOLES 


Cut soles and sole leather . Pure oak bark tanned 
England Walton Division 


A. C. LAWRENCE LEATHER COMPANY 


Boston - Camden «+ Peabody + NewYork « St.levis + Columbus + Milwaukee 
los Angeles ° Sen Francisco . Ashiend, Ky. * Newport, Tenn. ° Hazelwood, N.C. 
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. Shoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Manufacturers Report Production Increase 





Survey Shows That Optimism for Fall Is Replacing Pessimism 


Caused by Retailers’ Delay 


A national round-up of shoe manu- 
facturing centers shows that while 
there is reason for optimism as Fall ap- 
proaches, manufacturers of practically 
all types and grades of shoes, with the 
exception of children’s, are genuinely 
worried by the retailer’s delay in plac- 
ing firm orders far enough in advance 
to insure delivery in ample time for 
Autum sales. 

This has led to a degree of pessi- 
mism despite increased activity which 
is challenged to some extent, at least, 
by the Tanners’ Council of America. 

“In examining the records,” says a 
recent Council bulletin, “an amazing 
fact becomes apparent with respect to 
shoes and shoe upper leathers. Here the 
aggregate changes in volume from a 
year ago have been so slight that the 
uninitiated observer would find it im- 
possible to account for seeming market 
conditions,” and the Council concludes 
that production during the first half of 
1949 will probably be found to be not 
more than five per cent below that of 
the same period last year. 


New England Factories Speeding Up 


Boston — Although New England 
shoe manufacturers have been delayed 
in putting Fall shoes into production 
until somewhat later than usual, a de- 
cided speeding up has been noted since 
the traditional weekly vacation which 
ended July 11. Reasons for this delay, 
it is reliably reported, have been, first, 
the delay on the part of merchandise 
managers in confirming orders placed 
at the Popular Price Shoe Show; and 
the delay of pattern and die manufac- 
turers in meeting the shoe manufac- 
turers’ requirements. With these delays 
now history, most factories supplying 
department stores and basements with 
men’s and women’s medium price foot- 
wear are resuming a normal schedule 
which is expected to continue through 
July, August and into September. 

Factories whose outputs go to large 
chains and mail order houses have been 
busy since June and expect to continue 
busy for some time to come. Since the 
bulk of the demand is still for shoes 
at moderate and low prices, New En- 
gland has every reason to be optimistic. 

South Shore leaders who specialize 
in men’s footwear report that factories 
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in Placing Earlier Orders 


making shoes to retail for $12.95 and 
up do not, however, have a normal back- 
log of orders and expect that produc- 
tion will expand and contract as orders 
come in spottily. 

The fear on the part of many is that 
retailers will defer ordering until it is 
too late to get the proper selection of 
styles and colors with which to enter 
the Fall selling season. 


All-Out Promotions Planned in 
St. Louis 


St. Louris—Despite the fact that, as 
reported recently in BooT AND SHOE 
RECORDER, Fall business here is picking 
up fast and that commitments during 
June were from seven to ten days 
ahead of the same time last year, man- 
ufacturers in this area are taking no 
chances and have geared their Fall sell- 
ing strategy to a coordinated effort 
with their dealers. Their plans for put- 
ting it across are centered around the 
distribution of carefully prepared re- 
tailer selling kits and the drive of their 
salesmen to urge shoe merchants to ex- 
ploit to the fullest every merchandising 
tip contained in the kits. 

The kits stress coordir.ated sales pro- 
motion at the manufacturing and retail 
level simultaneously. They advise, for 
instance, that when an ad breaks in a 
national magazine, the shoe merchant 
should not only be well stocked with the 
shoe advertised at the time, but that it 
would be to his Advantage to advertise 
the shoe in his local newspaper that 
week; that he should feature it in his 
window; that he should plug it on his 
local radio station with spot announce- 
ments; that his sales personnel should 
talk up the promotion; that his cus- 
tomers and potential customers should 
be notified via direct mail. 

The kits, of course, not only empha- 
size the advantages of this strategy, 
but furnish the tools. They include 
schedules and proofs of consumer mag- 
azine advertising, window and counter 
cards on which the national ads are re- 
produced, package and statement in- 
serts, local newspaper campaigns sug- 
gested as tie-ins with the magazine 
advertising, suggested window trim tie- 
ins, other point-of-sale material and 
radio spot announcements. 

[TURN TO PAGE 106, PLEASE] 


NSTA Annual Convention 
To Be Held Oct. 27-28 


CuHicaGo—The 39th annual conven- 
tion of the National Shoe Traveler’s 
Association will be held in Chicago, 
Oct. 27 and 28, in the Walnut Room at 
the Morrison Hotel, Norman N. Souther, 
secretary-treasurer, announces. 

The meeting is being held the Thurs- 
day and Friday prior to the opening 
of the National Shoe Fair so that sales- 
men can thereafter give their full time 
to their shoe rooms and other Fair 
business. 

Earl Sussman, general attorney for 
the Bureau of Salesmen’s National 
Associations and also for the National 
Shoe Traveler’s Association, will be the 
principal speaker. He is connected 
with the law firm of Sussman, Mayer 
and Willer of St. Louis, Mo. Officers 
of the association will also be elected at 
this time. 


Bids Received on Shoes 
For Air Force 


New YoRK—Ten manufacturers re- 
sponded to the New York Quartermas- 
ter Purchasing Office’s recent invitation 
to bid on 300,000 pairs of black oxfords 
for the United States Air Force. Bids 
ranged from $3.815 to $4.32 per pair for 
quantities ranging from 45,000 pairs to 
300,000. Bidders and prices quoted 
were: 

Doyle Shoe Company, 80,000 pairs at 
$3.815 per pair; Craddock-Terry Shoe 
Corporation, 100,000 at $3.84 (less one- 
tenth of one per cent); Endicott-John- 
son Corporation, 300,000 at $3.845; 
Brown Shoe Company, 150,000 at $3.90 
and 150,000 at $3.95 or 300,000 at $3.92; 
General Shoe Corporation, 100,000 at 
$3.90, 100,000 at $4.15 or 200,000 at 
$4.02; J. F. McElwain Company, 100,- 
000 at $3.915; E. J. Givren Shoe Com- 
pany, 90,000 at $3.95 (less one-tenth of 
one per cent) ; Hubbard Shoe Company, 
60,000 at $4 (less one-tenth of one per 
cent); Belleville Shoe Company, 45,- 
000 at $4.05 (less one-tenth of one per 
cent); The John Foote Shoe Company, 
60,000 at $4.32. 

Deliveries are to be made at the rate 
of 50,000 pairs per month from Septem- 
ber of this year through February, 1950. 

On July 18 bids will be opened on a 
lot of 356,000 pairs of tan oxfords for 
the Army, deliveries to be at the rate 
of 60,000 pairs each in January, Febru- 
ary, March, April and May and the bal- 
ance, 56,000 pairs in June. 
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Educational Program Planned for Retailers 





National Shoe Fair Management to Present Latest Selling Techniques 
and Promotional Methods—More Than 600 Exhibitors Expected 


Cuicaco—Four of Chicago’s leading 
Loop hotels, the Palmer House, Stevens, 
Morrison and Congress, have been se- 
lected as exhibiting hotels for the 16th 
National Shoe Fair, sponsored jointly 
by the National Shoe Retailers Asso- 
ciation and the National Shoe Manu- 
facturers Association, which will be 
held in Chicago, October 31, November 
1, 2, 3, 1949. 

The National Shoe Fair is the only 
all-industry show. It appeals to manu- 
facturers and wholesalers of all types 
of footwear, regardless of price range, 
materials, styles and manufacturing 
processes. Being national in scope, it 
attracts the largest number of buyers 
who realize that at the Fair they can 
survey the offerings of an entire indus- 
try, and are not handicapped in their 
selection of footwear for their customer 
sequirements. They are not restricted 
to a limited price range or denied the 
opportunity of reviewing authentic 
trends in newest footwear fashions. The 
1950 Spring styles will be shown for 
the first time at the Fair to be held in 
early November. 


No Price Change Expected 


Here, the fashion parade of the en- 
tire industry’s most skilled craftsmen 
will be on display. Footwear styles for 
the nation will be launched permitting 
retailers everywhere to buy with con- 
fidence. The precedent of the past pre- 
vailing, the lines on display at the Na- 
tional Shoe Fair will be unchanged for 
Spring. Buyers need not wait to place 
orders at a later date. No advantage 
will be gained in waiting. The National 
Shoe Fair is the one-trip, one-stop buy- 
ing event for all retailers and whole- 
salers. All distributors of shoes recog- 
nize the Fair as the once-a-year oppor- 
tunity to inspect and select from the 
largest number of lines ever to be 
spread in one city at one time. Nowhere 
else may buyers review so many of the 
nationally advertised brand-name lines 
and acquaint themselves with sales-pro- 
ducing tie-in promotions. 

Reservations for display space for 
members of the National Shoe Manu- 
facturers Association have been com- 
pleted. The largest number of member 
manufacturers in the history of the fif- 
teen Fairs have applied for space. 
There were three hundred and nine 
member manufacturers assigned seven 
hundred and ninety-six exhibit rooms. 
The number of rooms assigned to mem- 
bers also exceeded previous records. 

Non-member exhibitors at the 1948 
October Fair have been mailed appli- 
cations. When their reservations have 
been made, it is expected that over six 
hundred manufacturers will be partici- 
pating in the Fair. Applications will 
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be sent to a third group of firms on a 
waiting list, not previous exhibitors. 

Summarizing the interest in the 1949 
Fair on the part of manufacturers and 
wholesalers, it will undoubtedly be the 
largest ever staged. 

The Joint Committee has under con- 
sideration a program of educational 
and promotional features that will 
equip retailers with latest selling tech- 
niques and promotions. Already there 
has been adopted a plan that will bring 
to all visiting shoemen a newspaper ad- 
vertising display featuring the sales 
compelling ads from leading shoe stores. 
Every retailer will want to study these 
ads, their copy appeal, art treatment, 
sales and advertising skill. 

It is suggested that retailers make 
sleeping room reservations early. Wait- 
ing brings disappointment in selection 
of hotels. There are ample sleeping 
rooms in Chicago Loop hotels. To secure 
reservations in these hotels, it is neces- 
sary to write direct to the hotel imme- 
diately. 

The office of the National Shoe Fair 
is located in Chicago, Room 953W at 
the Palmer House. 

The National Shoe Fair is operated 
by a joint committee composed of five 
members of the National Shoe Retailers 
Association and five members of the 
National Shoe Manufacturers Associa- 
tion. Representing the retailers are: 
George B. Hess, Harold F. Volk, Owen 
Metzger, M. A. Mittelman, L. E. Lang- 
ston. Representing the manufacturers 
are: L. B. Sheppard, Guy E. Manley, 
B. A. Gray, Roger A. Selby, W. W. 
Stephenson. 





Not a Flying Saucer 


Detroit—Richard J. Schmidt, past 
president of the Michigan Shoe Retail- 
ers’ Association, and a leading mer- 
chant at Hillsdale, where he was also 
formerly the mayor, has found his 
store advertising going far afield. Re- 
cent innovation was the use of a small 
advertising balloon, imprinted with the 
store name, which was tied near his 
store, but escaped. c 

It was returned, via mail, from 
Nova Scotia, where one Clyde A. 
Smith of the Baccaro Shelburn Com- 
pany found it. 


Shoe Store Enlarged 


Cuicaco—Geijer’s Bootery, 7908 S. 
Ashland, has recently been remodeled 
and enlarged. An adjacent room has 
been added to the store. Another store 
by the same name, located at 1207 W. 
79th Street, was recently closed. Paul 
Geijer is present owner, the original 
shoe business having been established 
by his father a number of years ago. 





Dates to Remember 


Main Fall Opening, Guild of Better Shoe 
Manufacturers, New York City. 
Week of July 18, 
Baltimore Shoe Club Show, Lord Balfti- 
more Hotel, Baltimore, Md. 
July 24, 25, 26, 27, 
Shoe Show, Tri-State Shoe Travelers’ As- 
sociation, Hotel Statler, Buffalo, N. Y. 
July 24, 25, 
Golf Tournament, West Coast Shoe 
Travelers’ Associates, Lakewood 
Country Club, Long Beach, Cal. 
July 26, 
Fall Shoe Show Associated Shoe Travel- 
ers, Hotel Plankinton, Milwaukee, Wis. 
Aug. 7, 8, 9, 
Spring Showing, Allied Shoe Products 
and Style Exhibit, Hotel Belmont 
Plaza, New York. Sept. 6, 7, 8, 
Opening of American Leathers for 
Spring, Tanners’ Council of America, 
Waldorf-Astoria Hotel, New York. 
Sept. 7, 8, 
Shoe Show, Michigan Shoe Travelers’ 
Club, Hotel Statler, Detroit, Mich. 
Sept. II, 12, 13, 


39th Annual Convention, National Shoe 
Travelers Association, Morrison Hotel, 
Chicago. Oct. 27, 28, 


National Shoe Fair, Chicago, Ill. 
October 31, November |, 2, 3, 


Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

Nov. 5, 6, 7, 8, 9, 


Spring Shoe Show, Southeastern Shoe 
Travelers’ Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 5, 6, 7, 8,9, 


Shoe Show and Shoe Clinic, Northwest 
Shoe Travelers, Inc., St. Paul Hotel, 
St. Paul, Minn. Nov. 5, 6, 7, 8, 


Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Michi- 
gan Shoe Travelers’ Club, Hotel Stat- 
ler, Detroit, Mich. Nov. 6, 7, 8, 


Spring Shoe Show, Middle Atlantic Shoe 
Travelers’ Association and Middle At- 
lantic Shoe Retailers Association, 
Benjamin Franklin Hotel, Philadelphia. 

Nov. 12, 13, 14, 15, 16, 


Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Texas. 

Nov. 13, 14, 15, 16, 


Shoe Show, West Coast Shoe Travelers’ 
Associates, Haas Blidg., Hotels Bilt- 
more and Lankershim, Los Angeles, 
Cal. Nov. 13, 14, 15, 16, 


Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, lowa. Nov. 27, 28, 29, 


Popular Price Shoe Show of America, 
Hotels New Yorker and McAlpin, New 
York. Nov. 27, 28, 29, 30, Dec. |, 


Shoe Show, Empire State Footwear Asso- 
ciation, Onondaga Hotel, Syracuse, 
N. Y. Nov. 27, 28, 29, 


Grand Rapids Shoe Show, Michigan 
Shoe Travelers’ Club, Pantlind and 
Morton Hotels, Grand Rapids, Mich. 

Nov. 30, Dec. 1, 2, 


Market Week, Ak-Sar-Ben Men's Ap- 
perel Club, Inc., Omaha, Neb. 
Jan. 21, 22, 23, 24, 


1949 
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TRADE MARK 
PATENT DESIGN NO. 153,256 











SOMETHING NEW 
IN MEN‘S 


Shoes by Braga Shoe Co., Inc, 
HUDSON, MASS. 


TAYLORED-TO-FIT ® 





Copr. 1949, Thomas Taylor & Sons, inc. 


2 >>> THOMAS TAYLOR & SONS Inc. KKK 
HUDSON, MASS. 
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Lots of 





with 
WEP GO WEN 


Infant’s and Children’s Shoes 


EXTRA PROFITS because the 
* Go Lucky In-Stock Service 

Plan allows you to re your in- 

ventory while increasing your selec- 

tion of styles and sizes — this means 

more sales because you can 

more customers. 

Immediate shipment on all orders 

assures fast fill-ins to keep your stock 

complete at all times. 


Add co these etvenmeges the high | 


Lucky 
Infants’ and Children’s Shoes and 
you have a winning combination for 
more business and extra profits. 


Three of our many beautiful styles 
are shown below. saa 


ae 









Ne. 1000 (White), 
1001 (Black Pat.) 
Our beautiful Baby 
Doll. All leather, 
Nylon French Cord 
Bound. Sizes 2-12, in 


Ne.401p- Washable 

Elk Intermediate. 

Chubby last, uplife 

counter, moccasin 
and 





Write for illustrated catalog 
showing all styles, sizes, and prices. 
ED WHITE JUNIOR SHOE CO. 


PARAGOULD ARKANSAS 
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Children Fitted on 
Merry-Go-Round 


West Brighton, N. Y.—A_ merry-go- 
round to make the children customers of 
Jay's Shoe Shop at 1256 Castleton 
Avenue, happy is the main feature of 
this new Staten Island store, operated 
by Ed T. Jannicola, a much-decorated 
veteran of World War Il, in which he 
served with the 8th Air Force. The 
merry-go-round is equipped with several 
fitting benches for juvenile customers. 





Brisk Business Done at 
Chicago Show 


CHIcAGO—Brisk business was experi- 
enced by many of the exhibitors at the 
show held by the Shoe Travelers’ Asso- 
ciation of Chicago at the Morrison 
Hotel, June 28 to 30. 

This was largely an experimental 
show, held because a number of retail- 
ers had showed a renewed tendency to 
buy and had not yet completed their 
Fall ordering. The show was scheduled 
as an extra event and although there 
was short notice and not much time for 
publicity, it was well attended. More 
retailers appeared to be making con- 
certed efforts to rebuild dwindling 
stocks than was the case two months 
ago. It was regarded as significant that 
a number of State Street and other de- 
partment store buyers attended and 
placed large orders. There were a few 
in-stock orders on women’s whites and 
on men’s brown and whites, but gener- 
ally speaking the retailers concentrated 
on completing their Fall orders. 

Women’s style lines were particularly 
busy, since orders have been slowest in 
this category. Children’s business was 
fair, although in this division most of 
the orders were written at the last 
show. Men’s business, which has been 
gaining momentum, also continued 
good. Most of the orders taken were 
large, with a minimum of small pairage 
sales. 


Store in New Location 


NATCHITOCHES, La.—Courreges Shoe 
Store, owned and operated by A. J. 
Courreges, has opened for business in 
its new location in the Masonic Build- 
ing on Second Street. 











Whenever You Use 
White Leathers 





COBBLERIGNT 
cOBBLE -WHITE 


-..it's Snow White 
in Smooth and Elk 
N. BREZNER & CO., INC. 
BOSTON 11, MASS. TANNERY: PENACOOK,N.H. 
ond Kips ... in staple shades, and in 
high colors. 


— 











New Outlets Planned by 
Joseph Salon Shoes 


CuHIcAGO—Joseph Salon Shoes, Inc., 

has announced the opening of two new 
shoe salons in specialty shops in In- 
dianapolis and Denver. 
- The Denver branch will be part of 
Dupler’s and the one at Indianapolis 
will be in the L. Strauss and Company 
store. The new departments, now un- 
der construction, are expected to open 
early in August. They will carry a com- 
plete line of Joseph shoes, according 
to Louis Joseph, president. 

The branches will be operated by 
Lockette Shoe Co., Inc., a subsidiary 
of Joseph Salon Shoes, which has five 
shops in Chicago and suburbs and one 
in Beverly Hills, Calif. These are the 
first departments to be opened under 
the plan announced early this year by 
the firm to expand their operation to 
specialty shops. The branch operation 
is under direction of B. J. Cohn, presi- 
dent of the Lockette Shoe Co. 





Open Prescription Shop 


ATLANTA—Two veteran Atlanta shoe 
salesmen are now taking “prescrip- 
tions” for shoes at their own exclusive 
store at 221 Peachtree St. 

Walter Gable and R. T. Boswell are 
taking case histories of customers’ feet 
at the new store and keeping records 
of each individual’s foot type for future 
shoe needs. 


The store is featuring the largest 
collection of Dr. Locke shoes in the 
South. Gable, who was a factory rep- 
resentative in Atlanta for Locke shoes 
for several years, has worked in each 
part of the Locke factory. Boswell is 
a graduate of the American School of 
Practipedics and has been in the shoe 
business for 31 years, most of which 
time was spent in Atlanta stores. 
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SEE IT NOW! 


The mothers of those “hard-on-shoes” children 
have taken to CAT-TEX with great enthusiasm! 
They know, from experience, CAT-TEX wears longest, 
takes tough punishment without flinching and, in 
all, delivers more value by far than any other soling 
material! Non-slip and waterproof, too — extra 
good reasons why you, should join 
other quality shoe manufacturers 
and swing to CAT-TEX! Write for 

samples © 
Made by makers of famous Cat's Paw products details 


Cat's Paw Rubber Co.. Inc., Baltimore 30, Md. WOW! 
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ways 
to improve your 












children’s | 
shoe business 














7. feature a brand thot mothers know 
2. promote your exclusive construction features 
pA give perfect fit for every foot 


4, balance your buy better 
from one resource, for tots thru teens 


Are you missing this strength in your present brand or 
bronds? Then send for your Pollyanna salesman ond see 
how the right resource con help you. 





A. &. KREIDER SHOE CO. ANNVILLE, PA. 
NEW YORK CITY SHOWROOM Marbridge Bidg., 47 W. 34 St. 
West Coast Representative: J. R. Hamelin, 219 W. 7 St., Los Angeles 





PARTY FLATS 






Oak leather sole and heel lift. 
Style 20 —Dyeable white linen, $2.85 

Style 21 —Satin in black or dyeable white, $2.85 
Style 22—Smooth Leather black or white, $3.00 
Style 24—Gold or silver metallic fabric, $3.00 
Style 25 —Genuine 24-karat gold kid or silver kid, 





Prima 
Donna 
Wedge 





Style 1220—Dyeable white linen, 
Ove: 1000 styles of nationally known branded 





$3.00 
me $4.50 
quality shoes to choose from... far in neenene Also with soft retan leather sole. 
below regular wholesale prices. Write Style 1224 —Gold or silver metallic Style 70—Dyeable white linen, $1.85 — 
us your needs. While in town see fabric, $3.00 Style 71 —Satin in — or seme _ 
op te 5 5 , ” ‘ 2 ide leather Style 74—Gold or si © me ic fabric, ><. 

Weil “Quality Shoes since '32. ee oo Siete 35-<Gemaden 20-anst gilt 06 or eihear 8, 

Weil buys quality shoes in any quantity at any time. (Example 1220-Al). $3.45 


M. K. WEIL SHOE CO. 





1215 Washington Ave 


St. Lovis 3, Mo 





There is a service charge of 15¢ per pair on of- 
ders for less than 12 pairs of a style; 25c on 3 
pairs or less. Terms —Net 30 days. All styles (oyryrrz yz.) 
available in 5/10, N; 3/10 M. ORDER NOW! BGR 


PRIMA, Ine. \GE5/ 


705 Ann Street, Columbus 6, Ohio 









April Production Down 5% From 1948 








Percent of Change, 











Housewear slipper production in 
April approximated the March output 
of 3 million pairs, and was 13 per cent 
higher than that in April, 1948. 

Comparative production figures for 





Producti April 1949 . . 
; (heustadl gales) Compared With April and March, 1949, and April, 1948, 
Kind of Footwear = ae and the per cent of change for the two 
April 1949 | March 1949 April March April periods are shown in the accompanying 
(preliminary) (revised) 1948 1949 1948 summary. 
Shoes and slippers, Total. . 37 , 584 44,818 39.412 —16.2 — 4.6 ° ° 
e Ne TR aia : Tanners’ Council Estimates 
oes, sandals, and playshoes.... 4,21 41,266 36 , 296 -17.1 —- 5.7 Ki z 
Men's. asa powettttscctcte 7.790 9,623 9,273 —19.1 = 16-0 Slight First-Half Decrease 
Youths’ and boys............ 1,21 1,407 1,254 | —14.0 — 3.5 r » * 
Women's........ 17.490 20.818 16,871 -16.0 3.7 New York—The Tanners’ Council of 
— Se Sere Bae Saar a eo m4 = America estimates that May shoe pro- 
eet tithes 2087 2'431 2/204 -14:2 | — 5.3 duction amounted to 33,000,000 pairs 
NB scence 5 ccnnneie =% 1,141 1,353 1,309 —15.7 | 12.8 and “that June output may approximate 
Slippers for housewear........ 2,933 3,068 2.592 | - 44 | 13.2 35,000,000.” “These estimates,” the 
Athletic potatoe eee oy oe 21 261 337 —16.5 —35. : “bri 
Other footwear. 215 293 187 —"3.6 | 13:0 Council reports, “bring the year to date 





Minus sign (—) denotes decrease. 


WASHINGTON, D. C.—Shoe and slip- 
per production in April totaled 38 mil- 
lion pairs, 16 per cent less than the 
March output of 45 million pairs, and 
5 per cent less than the 39 million pairs 
produced in April, 1948, according to 
the Bureau of the Census, Department 
of Commerce. 

Footwear shipments in April, 38 mil- 
lion pairs, were valued at $134 million, 
an average value of $3.55 per pair. In 
March, the average value was $3.63 and 
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in April, 1948, it was $3.78. 

Women’s shoe, sandal, and playshoe 
production totaled 17 million pairs, 16 
per cent less than the March output of 
21 million pairs, but 4 per cent more 
than the April, 1948, output. Footwear 
of these types produced in April, for 
men, totaled approximately 8 million 
pairs. In comparison with March, 1949, 
and April, 1948, output, production was 
down 19 per cent and 16 per cent respec- 
tively. 


total (six months) to 224,287,000 pairs 
or 5.6 per cent less than in the first 
half of 1948. It is interesting to note, 
however, that first half production this 
year has been only 2.4 per cent less than 
in the first half of 1947.” 





Suburban Store Opened 


SEATTLE, WASH.—Atwood Shoes, 4456 
California Avenue, have opened a sec- 
ond store at White Center, a suburb of 
Seattle. The store is owned by Ray C. 
Atwood, and is managed by Bud Weeks, 
who was formerly with Gallen Kamp 
Shoes. 
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General Shoe Corporation 
Plans Anniversary 


NASHVILLE, TENN.—On Aug. 5, Gen- 
eral Shoe Corporation, of Nashville, 
will observe its 25th anniversary. 

Founded in 1924 as the Jarman Shoe 
Company by J. Frank Jarman and 
William H. Wemyss, the company 
started in a very small way, making 
240 pairs per day. Since then, it has 
grown to be one of the largest shoe 
manufacturers in the world, making all 
types of shoes—men’s, women’s and 
children’s—in a variety of construc- 
tions. 

Many retailers who bought from the 
concern during its early youth are still 
in business, are still active accounts 
and will be appropriately honored dur- 
ing the anniversary celebration. 

On Aug. 4, 5 and 6 there will be a 
special celebration by the “Old Guard” 
of employes who are still on the job; 
and special meetings of management 
personnel will make plans for the next 
quarter century. 


The theme of the celebration is “The 
First Quarter Certury of Progress.” 





Raffia Shoe Bar Installed 
In Chicago Store 


CuHicaco—A special selling counter 
on the main floor and a seperate sec- 
tion in the regular shoe department 
have been set aside by The Fair for 
selling raffia shoes. Large quantities 
of these shoes have been sold at the 
Raffia Bar adjacent to the escalators 
on the main floor and in the regular 
shoe department. Four styles in san- 
dals and oxford types are shown, in- 
cluding 20 color combinations in basket 
and open weaves, all priced at $3.95. 





New Store Designed by 
Youthful Owners 


NEWARK, N. J.—‘“Looks can be de- 
ceiving” could well be said of the at- 
tractive, new Parisian Bootery, 2812 
Boulevard at Journal Square, because 
the professional-looking design and 
decoration job was not done by an ar- 
chitect, but by the two young owners, 
Benjamin Green and Mortin Lapidus. 
Opened recently, the store marks the 
second venture for the co-partners, who 
also own and operate the DuBarry 
Shoes, a store in West New York, N. J. 

The outstanding feature of the store 
is the 30-foot front with chromium and 
glass doors, and chromium window 
trim. The store is air conditioned. 


The color theme is a combination of 
magenta red, chartreuse and gray. 
The walls are covered with striated 
Plywood of magenta red, and gray, 
figure-patterned wallpaper, except the 
rear wall which is one huge mirror. 
Leatherette fitting chairs and stools 
are alternate magenta red and char- 
treuse. Parisian Bootery carries 
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IN STOCK 
FOR IMMEDIATE 
DELIVERY 
1044 — Tan Elk Two-buckle 
Raglan 
8% to 12, A, B, C, D, $4.00 
12% to 3, A,B, C, D, $4.50 
860 — Ton Elk Two-buckle Raglan 
Orthopedic, 
Built Over 
Orthopedically Constructed. 
8% te 12, A, B, C, D...... $4.85 


12%, @ 3, A, B.., @...... $5.45 
5% — 15 Days, Net 30 Doys 


GREAT COMPANIONS .. . two CHILD LIFE groups 
... the regular line of 100% Goodyear Welts, with 
lovely patterns built over fine fitting tested and 
approved lasts... and CHILD LIFE Goodyear Welt 
ORTHOPEDICS, orthopedically designed, 
built over orthopedic lasts and orthopedically 
constructed with special CHILD LIFE features. 



















S. CALIFORWIA 
E. E. Kappel, 
315 McHenry Rd., 
Glendale 6, Calif. 


SHOE MFG. CO., MILWAUKEE 10, WIS. 


REW YORK OFFICE 
Jos. Wasserberger & Son, 
557 Marbridge Bidg., 
New York 17, N.Y. 


You really need BOTH to do a 


DOUBLE PROFIT JOB! 


W. CALIF., WASH. & OREGON 
C. F. Bearce 
2345 Lambert Drive, 
Pasadena, Calif. 








women’s novelty shoes and handbags of 
popular and well-known brands. 

Located in a 60 per cent location, the 
Parisian Bootery serves a large, resi- 
dential area of approximately 75,000 
people, within a five-minute walking 
distance. 

The Parisian and DuBarry stores 
mark the first business venture for the 
co-partners. Mr. Green has been in 
the shoe business for 6 years, and Mr. 
Lapidus has been active for 10 years, 
but has been associated with it prac- 
tically all his life, since his father is 
a veteran shoe man. 


Chain Opens Seventh Store 


ROCHESTER, N. Y.—The firm of 
Janis Jays Shoes, Ing., of Buffalo has 
opened its seventh retail outlet, a store 
at 314 Main Street East, in this city. 
It is known as Jays Shoes and fea- 
tures “cut price” in its advertising. 

The store is managed by Jules Balin, 
formerly of New York and Buffalo. 
Martin Janis is president of the firm; 
and Harry Gitin, vice-president and 
general manager. Other Jays stores 
are in Buffalo, Oswego, Watertown, 
Jamestown, N. Y., and Erie, Pa. 
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SUNBURN 





plus Visibility” 


wim Arf - Cham 


TRANSPARENT SHADES 

This “miracle material” actually 
shuts out fading rays.... lets you 
turn display merchandise into prof- 
itable sales instead of costly losses! 
AND — economical, long-wearing 
Infra-Chem Transparent Shades fit 
inside windows. No awnings or can- 
vas strips needed .. . shoppers get a 
clear view of your best advertising! 

Gert full facts on profit-boosting 
“Sun Protection pilus Visibility.” 
Mail coupon or write TODAY! 


FREE 


§ YES—Rush me new brochure, samples of § 


SAMPLES 
BROCHURE 


Y 


ESTIMATE 














4 infra-Chem, and estimate data. All ] 
i without charge, I 
i mur POSITION i 
Were 
i TOORESS TS-255 (497) 5 


= ee ee ea es 
RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 167-J 
Los Angeles 12, California 





*CAUTION: Infra-Chem is our secret, 
exclusive process. Beware imitations! 
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Manufacturers Report 
Production Increase 


[CONTINUED FROM PAGE 99] 


And though the dealer help program 
of St. Louis manufacturers is more in- 
tensive for the approaching Fall sell- 
ing season than it probably ever has 
been, many manufacturers feel it still 
has a long way to go in the face of 
stiffening competition. “The retail 
merchant and the manufacturer have 
come a long way since the war,” said 
one manufacturer, “but there’s always 
a place for the fresh approach. 

“Their spirit should be one of ‘hats 
off to the past; coats off for the fu- 
ture.’” 


New York Looks for Conservative 
Buying 

New YorkK—A number of New York 
department stores, apparel shops and 
specialty shoe stores launched shoe 
sales the week before July 4th and it 
was expected that sales would be in 
progress nationally as soon as the holi- 
day was over. Manufacturers here ex- 
press the hope that Summer clearance 
sales will be a success. If the sales 
fail to move merchandise, they fear 
that buyers may not order very many 
shoes when they next come to New 
York. One manufacturer said: “In- 
ventories have been heavy in the stores, 
but if merchants get any clearance 
soon, they will have money to buy. 
However, they will definitely be con- 
servative in their buying, primarily be- 
cause they want to keep their stocks 
liquid. 

Production in this area has not been 
going at full blast, but at this time of 
the year a large output had not been 
expected, because of workers’ vacations 
which necessitated temporary plant 
shutdowns beginning the first week in 
July. Most manufacturers have been 
working on late July, August and some 
September deliveries. One firm report- 
ed that several department stores had 
put in orders requesting early deliver- 
ies, and that quite a few had already 
been confirmed. 

The price picture remains the same, 
as labor and material costs remain 
steady. Some manufacturers have shut 
down temporarily to revise their oper- 
ational set-ups in order to overcome 
price resistance. Others, preferring to 
avoid such a major change, have in- 
stead begun realigning their prices to 
include more patterns in lower price 
ranges, but the decreases were reported 
to be not much more than 50 cents a 
pair. 

Referring to some retailers’ com- 
plaints about the loss of sales on high 
quality shoes, one manufacturer said: 
“Though the consumer who has been 
buying quality shoes may shop for 
cheaper shoes, she will come back to 
the high quality store because she will 





(KEE-WEE) 


POLISH 


rx 





5 e 
it’s Going 
e e 
Like a House Afire! 
1, KIWIis by far the top-quality shoe 
polish in America! 
2.. The favorite of millions of serv- 
icemen who tell their friends! 
3. Eye-catching, high-frequency 
KIWI advertising in leading 
newspapers and magazines! 
4, For your customers-—8 rich colors 
—plus transparent dressing! 


THE KIWI POLISH CO. PTY. LTD. 


836-844 South Swanson St., Philadelphia, Pa. 
0)! | LO a TT 





finally realize that she can’t get good 
quality and comfortable fit except by 
paying for it. Good quality and fit are 
important selling points that just can’t 
be overlooked.” 

Asked about colors for Fall, one man- 
ufacturer said: “Black, brown and navy 
will be good, as they usually are. Of 
course, fancy colors like grays and 
wines may play a small part, but you 
can’t bankK’on them, as you can on the 
perennial colors.” Another manufac- 
turer reported the use of neutrals like 
beige and camel’s hair especially for 
women’s low boots. 


Color Important in Men’s 
Shoes on West Coast 


Los ANGELES — Color still headlines 
the fashion story in men’s shoes as Los 
Angeles manufacturers and retailers 
prepare for Fall. Blue continues to 
gain favor and its peak in popularity 
is expected to be reached next year. 
Trend toward dressier clothing is ex- 
pected to be reflected in increased im- 
portance of black shoes. Brushed 
leather is being shown in light shades, 
including some gray and wine, as well 
as brown. In smooth calfskins, cordo- 
van shades of deep mahogany and 
brown are favored. 

A trend toward higher cut and 
chucker types is being predicted for 
Fall. The loafer step in type will con- 
tinue to be good. Heavy soles will pre- 
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dominate, as in past seasons, with one 
and two-eyelet ties and gore types 
among the more popular styles. 

No price changes of any significance 
are expected this Fall. Volume, which 
has held up well for the first six months 
of the year, is expected to be about the 
same as last year. However, Fall buy- 
ing by retailers has been delayed. Or- 
ders are smaller, although more fre- 
quent, than in past seasons, and are 
for shorter delivery periods. 

As one harassed manufacturer put 
it, “they buy today and want delivery 
yesterday. If the market holds up this 
fall, a lot of merehants may be caught 
short.” 


Orders Slow But Steady 
In Chicago Area 


Cuicaco—Orders for Fall shoes con- 
tinue slow but at a healthy and steady 
pace in Chicago and other Midwest 
manufacturing plants and wholesale 
houses. Local resources have definitely 
not sold all their Fall shoes and a num- 
ber of factories are on short work weeks 
while salesmen on the road are finding 
it harder than ever to get additional 
business. In many lines, retailers are 
ordering much later than they have for 
a long time. This is particularly true 
of women’s high style lines and wo- 
men’s boudoir slippers. Men’s slipper 
business is pretty well sold up, but 
women’s slipper orders are lagging far 
behind. Children’s shoe business con- 
tinues good and men’s, which began to 
pick up late this Spring, continues very 
good. Men’s manufacturers have been 
doing a good business on fill-ins on 
Summer shoes, particularly in brown 
and whites and in brushed leathers. 

Retailers, when they do buy, how- 
ever, are placing substantial orders. 
Due to this fact, the Shoe Travelers’ 
Association of Chicago worked an extra 
Fall show into its schedule late in June. 
This was held primarily at the request 
of the retailers who had waited until 
this later date to make their Fall com- 
mitments. 


Casuals continue in heavy demand 
and appear to be selling at about the 
same pairage rate as they did last year. 
There has been some concern expressed 
by substantial shoe men that this may 
result in a poor balance of production 
between casuals and regular styles. 
With more and more casuals being 
turned out by the factories, there is 
a feeling that this Fall may eventually 
see a shortage of conservative types. 

Viewed in retrospect, the past Spring 
season was a good one locally for the 
shoe business. Dollar sales of retail 
shoe stores in the Chicago Federal Re- 
serve district for April were 22.8 per 
cent above April, 1948. Sales of shoes 
by reporting department stores were 
18.4 per cent above the year before. 
Children’s shoes showed the greatest 
gain. Chicago department stores which 
reported, showed an increase of 67.7 per 
cent over last year. 
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Childs & Misses 
Brown elk, Brown suede. 


SWING STRAP 
Infants, Childs & Misses 
Brown suede, 
Black suede, 
Patent leather. 


Childs & Misses 
Brown elk, 

Brown suede 
w/brown elk front piece, 
Wine elk w/wine 
snake front piece. 


(TY £ &é 
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REN 


A beautifully styled children’s shoe 
in genuine Goodyear Welt and 
Compo construction to sell at. . . 


AME RR 1t Awe 
Division of: 


WEARWELL SHOE COMPANY ° 


just what your 
customers want 












Get in on the ground floor 
with LITTLE AMERICANS. 


There’s a huge market for a 


shoe line of this type. Now, 
you can profit by featuring a 
bigh quality shoe at a price 





that is moderate! 


of 


138 Duane St., New York 13, N. Y. 





Detroit Merchant Plans 
Branch Store 


DeTtroit—The Hack Shoe Company, 
which is just completing its first third 
of a century of operation here, is mak- 
ing its expansion into the branch store 
field with the signing of a lease for a 
new store in northwestern Detroit, at 
19170 Livernois Avenue. New location, 
in this city’s fastest-growing suburban 
merchandising center, is in the middle 
of a unit known as Williamsburg Row, 
with a specialized Colonial-style archi- 
tectural motif. 


The new store will feature children’s 
correct and corrective shoes, similar to 
those carried in the main store oper- 
ated for the last 24 years in the Stroh 
Building. Defining the new policy, Dr. 
Morton Hack said: 

“Our customers come from so many 
sections of Detroit, as well as the 
suburbs, outside Michigan, Ohio, and 
Canada, that we must continue to pro- 
vide men’s, women’s, and children’s 
prescription shoes in our downtown lo- 
cation. However, the establishment of 
this branch will reduce congestion in 
our present store.” 
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DISPLAY TREES 
by ROCHESTER 


ACCENTUATE THE SMART 

LINES OF SHOES 
AND SUBTLY WHET 
THE URGE TO BUY 






© ORIGINALITY OF DESIGN 

© PERFECTION OF FIT 

© SELF-ADJUSTMENT OF 
LENGTH AND WIDTH 


These combine to make 
Rochester Display Trees 
preferred by alert dis- 
play men everywhere. 


@ WRITE FOR COMPLETE CATALOG 


ROCHESTER SHOE TREE CO., INC. || 


ROCHESTER 4, NEW YORK 























® featuring the new Bass Hinge Pat- 
tern and exclusive V-Strap ... backed by 
national advertising. For men and women. 








New York Office: 658 Marbridge Building 


OUTDOOR FOOTWEAR 
WILTON, MAINE 








Baltimore, Md.—With plans completed for the Baltimore 
mittee in charge met here recently to check last-minute details. 


right: Gilbert Katz, Harry Snook, Robert Rubin, Eric Franken, Max Meyers, Sam 


Abrams. Seated, in same order: Si Madow, Nathan Schenthal, 
blatt, P. Irvin Volk and Harry Goodman. 


Says Salesmen Object to 
Minimum Wage Scale 


ConcorD, N. H.—During a legislative 
hearing on House Bill 399, which would 
increase the minimum wage scale in 
New Hampshire, a strong appeal was 
made for the exclusion of salesmen 
from provisions of the proposed new 
law. 

One of the manufacturer’s represen- 
tatives who spoke declared that “out- 
side salesmen” are judged by the num- 
ber of orders they secure for their com- 
panies and that there is no way of 
checking on their actual working hours. 


The speaker declared that, in many 
cases, the salesmen themselves were 
opposed to being included in the mini- 
mum wage provisions. 


Shoe Men Officers of 
Civic Group 

Detroit—The shoe industry will be 
well represented on the board of di- 


rectors of the Detroit Retail Merchants’ 
Association, constituent unit of the 


Shoe Club show, 
which opens here at the Lord Baltimore Hotel on July 24, members of the com- 


Standing, left to 
Miss Clara Wein- 





Opens Foot Comfort Shop W. State Street on 


Akron, 0.—G. T. Hugh has opened 
a Dr. Scholl Foot Comfort Shop at 59 


ing. 
shoes will be carried. 


1c8 


the M. O’Neil Co., Parking Deck build- 
Men’s, women’s and children’s 


Board of Commerce. Members for 1949- 
50 will include Stephen J. Jay of R. H. 
Fyfe and Company; and Adolph Goetzi 
of the I. Miller Salon. 


the main floor of 


Boot and Shoe Recorder 








Lubin Made Shoe Buyer 
For Kentucky Chain 


LOUISVILLE, Ky.—Ben Lubin has re- 
cently been made shoe buyer and mer- 





BEN LUBIN 


chandiser for the Louisville Stores, a 
chain of 12 stores operated in Ken- 
tucky by M. Shapiro & Sons. Mr. Lubin 
resigned recently from Lerman Bros. 
where he had been buyer for 5 years. 
Prior to that he was with Wieboldt’s in 
Chicago. 





Drivers’ Fund Memorial 
To Lawrence B. Sheppard, Jr. 


HARRISBURG, PA.—Friends of the late 
Lawrence B. Sheppard, Jr., in discuss- 
ing the matter of a proper memorial, 
came to the conclusion that it would be 
most appropriate, in view of his interest 
in harness racing, to establish a Memo- 
rial Drivers’ Fund. 

Steps have already been taken looking 
toward the incorporation of the project 
and the securing of a Pennsylvania 
charter as a Class A corporation. Incor- 
poration and approval by the Treasury 
Department will make all contributions 
deductible for income tax purposes, 
both as to corporations and individuals. 
Lawrence B. Sheppard, C. W. Phellis 
and H. Willis Nichols have agreed to act 
as an organizing committee. 

The plan contemplates the adminis- 
tration of the fund by a board of trus- 
tees. As the name indicates the income 
from the fund will be used for the sole 
purpose of aiding drivers who are in- 
jured or ill and therefore unable to fol- 
low their usual line of activity. 

Contributions to this project should 
be made payable to The Harrisburg 
Trust Company, Trustee of the Law- 
rence B. Sheppard, Jr., Memorial Fund, 
and should be mailed to The Harness 
Horse, Telegraph Press Building, Har- 
risburg. 





To Open Orthopedic Store 


CoLuMBus, O. — Evans & Schwartz, 
which has operated a shoe store at 479 
N. High Street, Columbus, since 1888, 
has leased a storeroom at 24161 E. Main 
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— SOMETHING NEW  (<Sfom(*2xe 


HAS BEEN ADDED 
To 


Big news in little sizes! Now the 
important 8 to 12 year olders 
have a size run all their very 

own. It requires special lasts and 
| patterns to assure these young- 

sters the ample room that their 
growing insteps require. You 
bring it to them for the first 
time in Play-Poise SUB-TEEN 
342—4—4 42—5 sizes. 


Bringing new lightness, fexibil- 
ity and distinction to Play-Poise 
dressy types. A sweet line of 
airy Mary Jane, ankle strap, 
cress and double cross straps. 
| New, better styles to augment 
your present Play- Poise selling. 


Play-Poise gets its dealers ready for the big Fall push with 
“these innovations in sizing and styling. Expanded facilities 
will bring the complete Plaf-Poise line to you more quickly 


and better than ever before. 


Write or wire today for franchise particulars. 


PLALPvIse 


SHOES FOR INFANTS AND CHILDREN 


SUBSTEENS Q 
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Rerene Bie swe 


CHIROPODISTS 
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VIRGINIA SHOE COMPANY 


FREDERICKSBURG bd 


VIRGINIA 








Street, in suburban Bexley, where the 
firm will open a branch store about 
August 1, officials announced. The 
branch will offer orthopedic, surgical, 
and prescription footwear for men, 
women and children. Company will 
also continue to operate at the North 
High Street location. 





Installs Casual Shoe Bar 


OMAHA, NEB.—A new casual shoe 
bar featuring playshoes and slippers 
is a high spot of the newly remodeled 


shoe salon on the second floor of Thomas 
Kilpatrick & Co. The shoe department 
has about a third more space than for- 
merly. 

The remodeled department is finished 
in blond wood, with all-over carpeting, 
mirrored columns and fluorescent and 
cold cathode lighting. Floor display is 
limited mainly to the new casual shoe 
bar and a circular fixture with a series 
of set-back shelves. Individual uphol- 
stered chairs on chrome-plated frames 
with matching stools have been in- 
stalled. 
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You've known the MMSUS1T MIS HIBGIRG for over 45 years... 


with many new improvements 





Whistles, Comics, Tops, Marbles 
. everything you need for low- 
priced give-aways. 








sale Sandahe 


Designed strictly 
for comfort and 
smart styling. Casuals in rich, 
soft glove leathers. Five allur- 
ing California shades. Famous 
Neolite soles! Retail at $4.95. 
These originals sell fast on 


sight. Advertising available. 
Order today! HANDBAGS 
“Reg. v. s. Pot oe. TO MATCH! 





— 


i 
Motion Cises Co:- 
MONROVIA, CALIFORNIA 
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John F. Dietz 


ORRVILLE, O.—John F. Dietz, 71, vet- 
eran Orrville shoe merchant, died re- 
cently after a long illness. 

He began his shoe business career as 
a clerk in Pittsburgh at the age of 16, 
and operated shoe stores in Pittsburgh 
and in Scranton, Pa., before he came to 
Orrville in 1915, where he bought a 
shoe store. Three years ago he sold his 
store and retired. 

His widow, two daughters, and a sis- 
ter survive. 
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pen holder and pencil as illustrated. 
Available with your advertisement imprinted. 


colors. 
New low prices prevail. 


Call or write for new 1949 catalogue. 


long, contains 6" 


THE Lederer INDUSTRIES, Inc. 


39 West 19th St., N.Y. II 


ruler, 
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Obituaries 





S. A. Weyenberg Killed 
In Auto Accident 


MILWAUKEE — Sylvester A. Weyen- 
berg, vice-president and manager of the 
Simplex Shoe Manufacturing Co., and 
a member of the board of The Weyen- 
berg Shoe Manufacturing Company, 
both in this city, was killed June 28 
near Hartland, Wis., when his automo- 
bile struck a culvert and overturned. 
His wife, Mrs. Frances S. Weyenberg, 
was seriously injured. 

Mr. Weyenberg, a graduate of Mar- 
quette University and a member of the 
Wisconsin and University Clubs, had 
been vice-president and manager of the 
Simplex company since its organization 
in 1920. His brother, Frank L., is presi- 
dent of both the Simplex and Weyen- 
berg cOmpanies. 

Surviving, in addition to his widow 
and brother, Frank, are two sons, Lee 
and Dirk; two other brothers and eight 
sisters. 


Harry E. Hughes 


Dover, N. H.—-Harry E. Hughes, 74, 
who operated a well known retail shoe 
store on Central Avenue for 42 years, 
died recently following a long illness. 

He was a native of Dover and was 
a member of St. Mary’s Church and 
Dover Lodge of Elks. 

Survivors include his widow, Mrs. 
Marguerite N. Hughes, and several 
nieces. 


Solomon B. Freedman 


SAVANNAH, GA.—Solomon B. Freed- 
man, aged 70, operator of Freedman 
Shoe Company at 10 Jefferson Street, 
died suddenly at his store recently, fol- 
lowing a heart attack. 

He is survived by his widow, Mrs. 
Etta Perling Freedman; two sons, and 
two daughters. 


Harry Hubschman 


PHILADELPHIA — Harry Hubschman, 
vice-president of E. Hubschman & Sons, 
Inc., leather manufacturers, died June 
27th in Jewish Hospital, at the age of 
60. 

Mr. Hubschman, who lived at 28 
Latham Parkway, Melrose Park, had 
been associated with the firm, located 
at 415 N. 4th Street, since his gradu- 
ation from Central High School. He was 
president of the Latham Park Associa- 
tion, a Mason and a member of Rodeph 
Shalom Congregation. 

His widow, Mrs Edith Hubschman; 
a son, Emil H.; and two brothers, Mil- 
ton and Jesse, survive. 

Services were held June 28 at 11 
A.M. at Morris Rosenberg’s Sons, 2009 
N. Broad Street. 


George M. Rosen 


BostoN—George M. Rosen, who had 
spent most of his business life in the 
shoe industry and was one of Boston’s 
leading shoe executives, died recently at 
his home, 25 Stearns Road, Brookline. 
He was 67 and had been with the 
Marion Shoe Company for more than 
40 years. At the time of his death, he 
was head of the Boston sales division 
of that company. 

Surviving him are his widow, Mrs. 
Estelle Rosen; a son, Melvin S. Rosen; 
one daughter, Barbara M. Rosen; three 
brothers, Robert, Simon and William; 
and a sister, Mrs. Minnie Solitaire of 
Atlantic City, N. J. 





Herman H. Janke 


TONAWANDA, N. Y. — Herman H. 
Janke, 75, a retired shoe merchant, 
died here recently. 

Born in Germany, he came here in 
1884 and opened a shoe store, retiring 
in 1940. 
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Made Regional Manager 
For Edison Brothers 


Sr. Louis — John Murphy, former 
manager for the Edison Brothers Burt’s 
shoe store in Oklahoma City, has been 
promoted to regional manager for the 





JOHN MURPHY 


nine Edison stores in the Detroit area. 
Two other Michigan stores, one in Lans- 
ing and one in Grand Rapids, will also 
be under his jurisdiction. 

Mr. Murphy will move from Okla- 
homa City to Detroit, where he will 
establish his headquarters. The Hills- 
boro, Texas, native has been associated 
with the company since 1931, when he 
began as a Saturday extra while attend- 
ing high school in Dallas. He rose 
rapidly through the ranks, first as as- 
sistant manager, then as manager for 
several Edison stores. 








To keep baby feet growing 
correctly is the constant re- 


sponsibility of our organization. 


Style No. 37. Pink or blue 
kidskin — ankle strap with 


NESLA Issues New Series 





Of Member Bulletins 


BostoN—The New England Shoe and 
Leather Association has inaugurated a 
new series of bulletins to its members 
entitled “Aids to Management,” which 
have been acclaimed as very practical 
and helpful, according to Maxwell Field, 
executive vice-president. 

“These bulletins,” he said, “have al- 
ready explained in detail, with ample 
illustrations, how shoe and leather com- 
panies proceed to set up and utilize the 
following business tools and aids to 
management, which are helpful in this 
competitive era to increase profits: use 
of break-even charts; use of operating 
ratios; methods for estimating effects 
on profits of price reductions, increased 
promotions and seasonal] declines; anal- 
ysis of profit and loss statements of shoe 
companies; analysis of working capital 
requirements of shoe companies; work 
simplification methods an important 
management tool in increasing produc- 
tivity; applying principles of work sim- 
plification to the arrangement of manu- 
facturing facilities; analysis of job 
evaluation, time and motion study prin- 
-ciples and personnel standards. 
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MRS. DAY'S 


del BABY SHOE CO. 


INCORPORATED 


NVERS ° 
"ee WEST 35TH ST., NEW YORK 1 


tailored bow. Sizes 0, 1 and 2. 





° MASS. 


1070 MERCHANDISE MART, CHICAGO 54 





Horton Watkins, Retired 
International Officer, Dies 


St. Lovuis—Horton Watkins, a re- 
tired vice-president of the International 
Shoe Company, died July 6 in Barnes 
Hospital. He was 71 years old. 

A native of Nashville, Tenn., Mr. 
Watkins came here in 1905 as factory 
superintendent for the Roberts, Johnson 
& Rand Shoe Company. He was super- 
intendent of the Glasgow factory when 
the International Shoe Company was 
formed in 1911 and was elected a vice- 
president in charge of leather.-pur- 
chase. He retired in 1938. 


Mr. Watkins is survived by his wid- 
ow, Mrs. Ruth Holliday Watkins; a son, 
two daughters and four sisters. 





New Store Opened in Boston 


BostoN—Morey Glazer, who has op- 
erated retail shoe stores for the last 25 
years in Maine, New Hampshire and 
Massachusetts, on July 14 opened a 
rew family-type store at 993 Boylston 
Street -_ this city with a complete 
stock of Stetsons, Bates, Air Treds, 
Child Life and other well known brand- 
ed lines. . Accessory lines carried in- 
clude slippers, hosiery and handbags. 





THEY’RE THE TALK OF THE TRADE 
SENSATIONAL NEW SEAMLESS 


MOCC-ETTS 


AND eis cH FI DS 


ORIGINATORS OF CAPESKIN BOOTEES 


. wow you cen order all your 
slipper, capeskin and shearling 
specialty footwear for men, 











& women and children _—. rns Concentrate 

% great source of supply and for | Ff ° 
the first time from IN STOCK. Your Buyin 
The facilities of the country’s AT THE 


Greatest producers of this type of MARBRIDGE BUILDING 


footwear brings you a long line, 
chock full of fast selling items. Here you have the 
greatest continuous 
display of Men's, 
Women's and Chil- 
dren's Shoes, Pley 
Shoes and Slippers 
in the country. 





pRe 


Wer. FOR MEN, WOMEN AND CHILDREN 


' NOW IN STOCK 


TO RETAIL PROFITABLY AT 


$4-98 $9.98 $3-78 | 








SHIELDS FOOTWEAR CO. 


47 WEST 34TH STREET ° NEW YORK 
BOMBAY NEW YORK 





Uses Television to Sell Men’s Shoes New Ideas Presented at 


Store Modernization Show 


NEw YorK—That “the future re- 
tail store will be designed with the idea 
that space must be utilized effectively 
to sell” was emphasized at the third 
annual Store Modernization Show held 
recently for department store execu- 
tives at Grand Central Palace. The 
statement was made by Joseph J. 
Thursh, director of economic planning, 
Raymond Loewy Associates, who added 
that “space must be merchandised as 
scientifically as goods.” Fifty com- 
panies participated, demonstrating the 
role which their products play in store 
modernization. 


Decentralization and the use of sub- 
urban stores for better points of sale 
were also emphasized at the show, the 
primary purpose of which was to keep 
store owners and executives abreast of 
the current trends in equipment, ma- 
terials and services to keep stores new, 
modern and up to date. 





To illustrate the improvement in ap- 
pearance and efficiency which moderni- 
Fg ered nearer a —_ Pos er coger nd = zation accomplishes, several exhibitors 

0 a an oe Recorder, ather in the “ ” 

[isets Getcbuhn Ghee stove ef 81 Pultheld Avtavs, bare dhe maaan, a, Se Seterocnd cites” photographs of 
Levinger, has installed a television set for the benefit of all and sundry. A sign remodeled stores. Others had actual 
in the window invites guests to watch the games without obligation to buy—but ‘emonstrations of the use of their 
sales, says Mr. Levinger, have increased. products. 
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STUDENT TAP 
SELVA DANCE FOOTWEAR IS THE CHOICE OF DANCE STUDIOS IN YOUR TOWN! 
Selva Dance Shoes Are Nationally Advertised. 


dance footwear and accessories.” 








SOFT TOE BALLET 


“For a quarter-century we have dedicated our- 
selves exclusively to the development of finer 


SELVA & SONS, INC. 


Bring Dancing Dollars Into YOUR Shop With 


SELVA DANCE SHOES 








HARD TOE 


Acclaimed by the World’s 
Dancers. 


MANUFACTURERS 
1607 BROADWAY, N.Y. 19 








ACRO SANDALS 


Most Foremost 
Write For Price List. 








Cashing in on the 
Cowboy Urge 
[CONTINUED FROM PAGE 86] 


sheepskin, horsehide and elkhide are 
also used. Recently a new boot of 
Kangaroo has been announced. 

Women like red boots, the sales fig- 
ures indicate, whereas men prefer ox- 
blood or tan, with underlays in an off- 
white. So far, the retail price of adults’ 
boots has stayed within the $10-$20 
range. Twice a year, spring and fall, 
Acme’s nine salesmen come in off the 
road to look at the 100 or so samples, 
most of them deisgned or redesigned by 
Jessel Cohen, prepared for their verdict. 

It probably will surprise no one that 
the boot wearingest state in the union 
is Texas, where Acme has 1000 dealer 
accounts and where the firm’s sales- 
man hires an assistant to help him cover 
his territory. Oklahoma, Kansas, New 
Mexico, Colorado, Wyoming and Utah 
also rank high. No surprises there, 
either. However, Illinois and New 
York have nearly as many Acme out- 
lets as Colorado. Apparently, “When 
you call me that, smile!” is the law 
west of Long Island, too. 

This year’s plunge into national pub- 
licity, for which Acme picked up the 
tab, was preceded by an earlier spate 
of promotion which got a lot of free 
space in newspapers over the country. 
It hinged on seven pairs of custom- 
made boots, about the only ones Acme 
has ever turned out. 

A $3,500 price tag was hung on each 
pair and they were made from the hide 
of a_ spectacularly expensive steer 
named “T.O. Pride.” “Pride’”’ was raised 
by an Iowa farm boy, judged grand 
champion of the 1946 American Royal 
livestock show at Kansas City, Mo., 
and bought by E. W. Williams, a Kan- 
sas City meat packer, for $44,365 as 
a publicity stunt. Acme bought the 
hide for $4,100. One pair of the boots 
went to Gene Autry. The others are 
still touring the country in six plastic 
showcases, flanked by cacti and em- 
balmed horned toads. In Chicago, a 
newspaper photographer decided the 
cactus lacked appeal so he hauled the 
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boots out of their carefully prepared 
setting and photographed a young 
woman pulling one of the boots over 
her shapely leg. 

Acme Boot Manufacturing company, 
a multi-million dollar business, shows 
every indication of growing bigger. 

The firm’s goal is to see more and 
more people wearing cowboy boots— 


preferably Acme’s—on hiking and 
camping trips and holidaying. 
As to the cowpunchers—well, they 


probably will continue to do what 
Acme’s sales manager, Delbert Mason, 
says they do. They buy a $65 pair of 
hand-made boots for everyday wear 
around the corrals and a $16.95 pair of 
colorful Acme boots to dress up in on 
Saturday night. 

Why waste all that glamour on a 
horse? 


Washington Newsreel 
-[CONTINUED FROM PAGE 42] 


may submit amendments or other sug- 
gestions. All such suggestions will be 
considered before final rules are issued 
by the Commission. 

x cad = 


The Mexican government has clamped 
down on imports of practically all types 
of footwear from the United States. 
The bulk of the remaining new items 
on the prohibited list are textiles and 
clothing. The new items are understood 
to have been added to the prohibition 
list to safeguard the par value of the 
Mexican peso. 





Co-ordination Key 
to Boldrick’s Success 


[CONTINUED FROM PAGE 90] 


about Boldrick’s. “Being a department 
head in a store of our type is quite 
different from being a buyer in a de- 
partment store,” Mr. Smith often 
stresses. “We must set our policies, 
be our own adjustment office, advertis- 
ing department, employment office, dis- 
play and maintenance departments— 
and in case of remodeling, our own ar- 
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MADE OF PURE PARA RUBBER 


BALOGH Moderna! 


4 New Experience in 
Style and Comfort 


AMAZING DEALER ADVANTAGES 


SAVES SPACE—require only % the 
space of old-fashioned rubbers. 


SMALLER STOCK—only 4 sizes fit 
virtually ALL men’s shoes. 


PLUS EXCLUSIVE FEATURES 
FAR LONGER WEARING 
NON-DRAWING ON FEET 
UP TO 50% LIGHTER 
FOLD UP COMPLETELY 


COST WHOLESALE $1.85 
NATIONALLY ADVERTISED AT $3.25 


Write or wire for details, somples and terms 
A. K. MAURO, INC. 


1518 Land Title Bidg., Philadelphia 10, Pa. 
*Reg. U. S. Pat. Off. 














chitect. It is the final yes or no of 
department heads which determine 
whether or not something will be done. 
It is their know-how that decides how 
things will be done.” 

Finally, Mr. Smith says, “Unless the 
small store manager realizes his posi- 
tion and constantly strives for better- 
ment, he cannot hope for real success. 
And I think betterment will forever 
involve: always looking for better mer- 
chandise, goods people want to buy 
and quickly; always improving the ap- 
pearance and personality of the store; 
always seeking improved and efficient 
methods of operation; and promoting 
more and always in newspapers.” 
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No. 151,071 
Design for a Child’s Boot 
or Similar Article 


GETTING PRICE RESISTANCE? 


NEED POPULAR PRICED STYLES 
TO BALANCE YOUR LINE? 


FOR THE BIGGEST AND SMARTEST LINE OF 


JUVENILE SHOES 


TO RETAIL AT 
$2 - 53 and $4 
see 


GOODWEAR SHOE COMPANY, INC. 
144 Duane Street . New York 13, N. Y. 


Where Yor Get “The Most for the Least!” 


The drawings shown are 
copies of the original pa- 
tent drawings of U. S. 
Des. Patent No. 151,071. 
Notice is hereby given 
that we are exclusive 
licensee under this patent. 
Retailers as well as man- 
ufacturers are liable in 
case of infringement. We 
shall take all necessary 
measures to maintain and 
enforce our patent rights 
against infringement by 
manufacturers of rubber 
footwear or other types of 
footwear. 

Information on licensing 
arrangements are avail- 
able to manufacturers on 


























aes 7 Your Sample Shoes 
Looking NEW 


Custom-fitted Fairy Shoe Forms fit 
your samples perfectly, keep them 
looking brand-new. 

Light weight — no excessive bulk. 
Flexible — easy to insert and remove. 








GEORGE H. ROSEN SHOE MFG. CO. 
Boston 10, Mass. 


287 Congress Street 





More Space for Shoes in 
Remodeled Store 


HeMpsTeaD, N. Y.—A. L. Frank’s, 
15-17 Main Street, opened its newly re- 
modeled store recently. Frank’s is a 
familiar landmark in Hempstead hav- 
ing been established as a department 
store in 1911 by A. L. Frank. In 1937, 
the store’s operation was changed from 
a department store to a store for men 
and boys. 

In remodeling, the shoe department 
was moved from the second floor to the 
first floor where it occupies more space, 
and is in a more prominent position. 
The color scheme of the department is 
salmon and green. All fixtures are 
pickled oak. The manager of the shoe 
department is Paul Frank, who reports 
a noticeable increase in sales. 





New Store for Women 
And Teen-Agers 


Utica, N. Y.—The Shoe Nook has 
been opened at 6 Blandina Street, by 
Frank S. Marchitelli, featuring women’s 
and teen-age shoes, and catering to ex- 
treme sizes. Mr. Marchitelli has been 
associated for seven years with the 
Walk-Over shoe store in Utica. The 
new store employs three clerks and a 
cashier. 
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request. 








Washing Machine Helps Sell 
Washable Scuffs 





Boston.—The Jordan Marsh Company 
of Boston has announced remarkable 
success with their recent dramatic win- 
dow display demonstrating that the 
Honeybug terry cloth scuff can be 
washed in a washing machine. The dis- 
play card suggested that customers 
“Wash ‘em - Scrub ‘em - Tub 'em". The 
washable theme was carried out in de- 
partment displays and store ads. 


In every style, color and size for 
men’s, women’s and children’s shoes. 
IN CANADA: United Last Co. Ltd. 

P.O. Box 3000, Montreal, P.Q. 





Beck Store Moves 


ALBANY, N. Y.—The local A. S. Beck 
Shoe Store is now located at 31-33 
North Pearl Street. 










Plans New Miami Store 


MIAMI, FLa.—M. M. Nankin of the 
Nankin Shoe Store here, announces 
that the firm has signed a ten-year 
lease of the property at 427 Lincoln 
Road, Miami Beach, and that plans are 
under way to open an elaborate foot- 
wear establishment there about Sep- 
tember 1. “This will be,” Mr. Nankin 
says, “one of the finest stores on Lin- 
coln Road which is the Fifth Avenue of 
the South.” High quality men’s and 
women’s shoes and a complete line of 
accessories will be carried. 

The first Nankin store opened here 
on East Flagler Street in September, 
1921, and since then the organization 
has shared in the growth of the com- 
munity. 


Store Plans to Move 


Kansas City, Mo.—Baker’s Shoe 
Store, one of a national chain of more 
than 200 women’s shoe stores operated 
by Edison Brothers Stores, Inc., of St. 
Louis, has completed a long-term lease 
with Rothchild’s for a new store loca- 
tion at 1010 Main Street. The Baker’s 
store has been located at 1032 Main 
Street since 1927. 

The new location adjoins Rothchild’s 
store. It will be completely remodeled 
this Spring, and will have a new 
facade, and new windows and fixtures. 
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Old Shoe Store Under 
New Ownership 


San Luis Osispo, CALIF. — Robert 
Pennington has recently purchased the 
J. J. O'Sullivan Company shoe store 
here. 


COMET 
Blaze a new style trail with the‘COMET’—a Huth-James 
original, Completely different . . . with striking 
swirl detail for attention-getting foot interest. 
Semi- moccasin toe. Rich burgundy. Heavy 
brown sole. Sizes B 3-6, C 2-6, D 1-6. 


CHAIN 
GANG 
It’s capturing the fancy of youth everywhere! 
Worn with laces or chain. Burgundy, with 
heavy brown sole. Sizes B 3-6, 
C 2-6, D 1-6. 
Lace type $4.50 
Big Boys’ sizes $5.65 
Chain styles slightly 
higher. 





ROBERT PENNINGTON 


CADET ‘ 


Popular buckle strap, plain toe, ‘ 
notched welt, deep burgundy. Heavy‘, 
brown sole. Sizes B 3-6, *, 


C 2-6, D 1-6. $4.50 \ 


Mr. Pennington has been selling 
shoes in San Luis Obispo for the last 
19 years. The store has been renamed 
“Pennington’s,” and has been complete- 
ly remodeled. Nationally advertised 
merchandise is carried. 

The O’Sullivan Co. was one of the 
pioneer businesses of San Luis Obispo, 


having been founded in 1875. 
OFFICIAL 


TROOPER 
For rugged, outdoor 
wear. Grocord sole . . . lined throughout. 
Oxford or bigh shoe. 
Sizes 1-6 and 614-12. 
Widths A, B, C, D and E. 
BADGER + a lara hlaead 
; : > Boys oxford $4.00 
Roomy moccasin toe, sturdy, long- “._ High shoe $4.50 
wearing heavy brown sole. Sizes B . 





A. H. Weinbrenner, Milwaukee 
Manufacturer, Dies 


MILWAUKEE—Albert H. Weinbrenner, 
chairman of the board of the Albert H. 
Weinbrenner Company, which he 
founded 58 years ago and which now 
operates factories in Marshfield, Mer- 
rill, Antigo and Rib Lake, all in Wis- 


. 





consin, died July 4 at the age of 84. 
Because of illness he had retired from 
active business in 1946. 

Mr. Weinbrenner learned the shoe- 
making trade as a hand craftsman, 
making shoes when he was 13 years old 
at the bench of his father, Peter Wein- 
brenner, one of this city’s oldest shoe- 
makers. He founded the company which 
bears his name with a capital of $500 
and its growth, under his management, 
was rapid. Expanding business made 
new plants necessary although head- 
quarters have remained in this city. 

In addition to his shoe manufactur- 
ing interests, he was a director of the 
Eddy Paper Cormpany, Manufacturers 
Box Company, United Fertilizer Com- 
pany and Carbon Engineering Corpora- 
tion, all of Wisconsin. 

Surviving are two daughters, Mrs. 
Kathryn Kieckhefer of Milwaukee and 
Mrs. Julia Barber of Birmingham, Ala. 





Store Has New Front 


RICHMOND, VA.—Hofheimer’s Shoe 
Store, Third and Broad, has completed 
exterior renovating. 
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3-6, C 2-6, D 1-6. 
As above with crepe sole 


WAUPUN, 


WISCONSIN 








Evening Style Show 
Held for Men 


LOGANSPORT, IND.—Not to be out- 
done by the women’s style merchants, 
Schroeder’s, “Your Family Shoe 
Store,” 305 Fourth St., recently staged 
a two-evening shoe style show for men. 
They selected Thursday and Friday 
evenings, when ordinarily the store is 
closed. The style show was also open 
for men during the day, but for the 
benefit of others who could not get 
away from their work the store ex- 
tended the store hours to 7:30 p.m. for 


those two days. E. J. Kestly, factory 
representative of the Nunn-Bush Shoe 
Company, assisted in the style showing. 





Closes One Store; Will 
Open Another 


Detroit—Green’s Shoe Store, East 
Side store at 13021 East Jefferson Ave- 
nue, was closed recently by Felix 
Green, who is opening a new store un- 
der the same name in the opposite, 
southwestern, end of town at 6547 Al- 
len Road. 








ADVERTISED 
Amtmcan Mrvicar 
Associanon 
Pyeucanons 


Style 13462 
Brown and Tan Ghillie 
Sizes 2 to 6 ard 6'2 to 9 


for all kiddies up to Five! 


Populor priced shoes with quality 
features make Kreider’s brands easy 


pearance. 
stock. 


Ly. 
The €.5. HREIDER CO. 














to sell. 
A complete line of infants shoes 
A - . ‘ " 
> = with more than thirty different styles 
ie to choose from. 
“ie Choice juvenile leathers, prewelt 
Fae od construction with Goodyear welt ap- 


Immediate delivery from 
Nationally advertised. 
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Conse 
LEBANON 1, PA. 





SL a TS, 


WELLINGTON 







Se 


BOOTS 


Colt-Cromwell now has in 
stock for immediate delivery 
a popular priced Wellington 
boot. Black or brown elk 
vamp with kid uppers. Leath- 
er soles and fully lined. 


$7-50 Net 


FOB BOSTON 
B-974 Brown 
B-975 Black 
Sizes 6-]2D 


Write today 
for our new 
GOLDEN 
ANNIVERSARY 
CATALOG 





(~ COLT-CROMWELL 
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MASSACHUSETTS 





Children Buy Shoes in Bungalow 





The completely separate children's department recently opened by T. A. Chapman 
Co., Milwaukee. Enclosed in a modern bungalow “playhouse,” everything is scaled 
and designed to appeal to the younger sef. 


MILWAUKEE, WIs.— Convinced that 
the potential market for children’s 
shoes deserved a department of its own, 
the T. A. Chapman Co., Milwaukee, re- 
cently opened their new children’s oper- 
ation completely separated from other 
shoe departments. 
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Located near other departments of 
interest to children, such as toys and 
books, the new children’s department is 
completely enclosed in a modern, bunga- 
low-type playhouse. Everything inside 
the model department is scaled to junior 
size and designed to appeal to the 


younger set. 
Elwood Dams is manager of the new 
operation. 





Store Remodeled 


ALBUQUERQUE, N. M.—The Leed’s 
store of Albuquerque recently held a re- 
opening after complete modernization. 
The immense, distinctive, neon-lighted 
“Leed’s” sign on a plain background 
make it one of Albuquerque’s best look- 
ing shops. Inside, the decoration is in 
off white with soft green in three shades 
used in the ceiling section where indi- 
rect lighting gives a colorful effect. 
Shadow boxes in one wall are in one 
shade of the green. The back wall is 
maroon and carpeting is maroon and 
beige. Seats are uphoistered in maroon 
plastic. A children’s department is to 
be added. The store manager is B. P. 
Rhymer. 





Shoe Business Organized 


SALISBURY, N. C.—Jay’s Footwear, 
Inc., of this city, has obtained a charter 
from the Secretary of State to sell 
shoes. Organizers are J. W. Chinn, 
Pauline Chinn and George Uzzell, all of 
Salisbury. 





Buy Savings Bonds 
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Trade Literature 





Story of Shoe Patterns 
Issued by NSMA 


Shoe manufacturers have received 
with great interest the brochure “The 
Story of Shoe Patterns” issued by the 
National Shoe Manufacturers Associa- 
tion in cooperation with the National 
Shoe Pattern Manufacturers’ Associa- 
tion. Many requests have been received 
for additional copies. 

The text of the brochure, complete 
with photographs and line drawings, is 
brief and comprehensive enough to de- 
scribe the purpose and use of shoe pat- 
terns. It points out the engineering 
services which shoe pattern manufac- 
turers render to the shoe industry and 
their efforts to coordinate with shoe 
factory style men and model cutters. 

The low cost of shoe patterns is em- 
phasized. The pattern expense in cost 
per pair of the finished shoe can be fig- 
ured as a fractional part of a cent in 
over-all cost. 

Stressing the fact that the “success 
of the shoe depends on the pattern’”’ the 
story reminds the manufacturer that 
size and fit are not synonymous. 





Accept Leadership Posts 
In UJA Drive 


NEw York—Thirteen leaders of the 
Greater New York shoe and allied in- 
dustries have accepted posts as chair- 
men of the trade’s $1,250,000 1949 cam- 
paign to meet the needs of distressed 
and uprooted Jews overseas and the 
30,000 immigrants who enter Israel 
each month. 

They are: Morris P. Arnoff, wholesal- 
ers’ division; Samuel G. Dones, stitch- 
down manufacturers’ division; Louis 
Epstein, Marbridge Building represen- 
tatives; Mrs. Edith Forschner, suppli- 
ers to shoe manufacturers; Louis Fried, 
shoe chains; Max L. Friedman, special 
gifts; Monroe Geller, better shoe manu- 
facturers; Sol Low, shoe retailers in 
the five boroughs; Samuel Lowenthal, 
shoe store personnel for the five bor- 
oughs; Richard Meth, chairman for ex- 
ecutives; Maurice Miller, better shoe 
retailers; Ben Passweg, casual and slip- 
per manufacturers; Judge Walter S. 
Brower, factory employees payroll de- 
duction plan. 

Coordinators of the UJA Shoe Divi- 
sion’s drive for 1949 are Benjamin 
Kellner and Maurice Miller. 





Officers of Shoe Men’s 


Club Installed 
CINCINNATI—New officers of the 
Cincinnati Shoe Men’s Club were in- 


stalled recently at a meeting held at 
the store of J. B. Stuntebeck. Munici- 
pal Judge Ralph B. Kohnen was in- 
stalling officer. 
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ROGERS BROS. SHOES, inc. 


R4186 — Black Electro Suede 

R4187 — Brown Electro Suede 

R4188 — Pine Green Electro 
Suede 


3/9 Medium Width 





ROGERS BROS. SHOES, ine. sosron 


The new association officers are: 
Herman Harrison, president; Frank 
Conlon, vice-president; George Dohr- 
man, Sr., treasurer; Charles Liebing, 
recording secretary; James Savely, 
financial secretary; J. B. Stuntebeck, 
James Gowen, Edward Horn, Lee 
Mersman, George Dohrman, Jr., and 
Ben Finke, directors, and William 
Weckemeier, sergeant-at-arms. 





New Family Store Opened 


CHARLOTTE, N. C.—The new Harris 
& Horne Shoe Store, 1233 Thomas Av- 
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Black Electro Suede 
3/9 Medium Width 


$2 


R4183 


IMMEDIATE DELIVERY 
36 and 18 pair lots 
Net 30 days 
F.0.B. Boston 


STREET 
MASS 


216 LINCOLN 


Tay 


enue, held its formal opening recently. 

The new firm is owned by George L. 
Harris and Clarence E. Horne. Other 
members of the personnel are Mana- 
ger S. A. Boone, Miss Irene Watkins 
and Mrs. Blanche Helms, who will have 
charge of the women’s and children’s 
shoes; and J. H. Andrews, who will 
have men’s and boys’ footwear. Vance 
Quinn will manage the shoe repair 
salon. 

Of special interest to the child cus- 
tomers is a hobby horse feature which 
engages their attention while being 
fitted. 
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The ow X-RAY Shoe Fitter 
Pioneer of VISUAL Fitting! 


For more than 30 years the original fluoroscopic shoe 
fitting aid has set the tempo in scientific shoe fitting. 
And it is first in its field today just as it was first in the 
field years ago. 

Yes, the Simplex X-RAY Shoe Fitter has kept in step with 
progress in the field of fluoroscopic X-RAY, electronically, 
mechanically and structurally! In 
cabinet styling and finish, in fine 
workmanship, in performance, in 
convenience and... above all... 
in safety, Simplex has pioneered 
many of the advancements in vis- 
ual fitting equipment. 

That's why the best way to KEEP 
IN STEP with X-RAY Shoe Fitting 
Progress is to equip your store 
with Simplex — the Original X- 
RAY Fitter .. . first choice of shoe 
merchants who take pride in their 
shoemanship. 


The Beautiful DeLuxe Model 
X-RAY Shoe Fitter 


€ 
Write for Illustrated Literature 


or ask the X-RAY Representa_ 
tive who calls on you. 


X-RAY SHOE FITTER, INC. 


3533 N. Palmer St. Milwaukee 1, Wis. 








What’s New 


——--— 


Novelty Socks for Children 


PHILADELPHIA, Pa.—Kramer Bros., 
Inc., makers of Trimfit Sox, have de- 
veloped a line of nylon socks for chil- 
dren and toddlers. Those for children 
are lined with mercerized cotton; those 


| for toddlers are made of nylon twisted 
| with rayon. Both are available in pastel 





shades. 

The company has also developed a 
line of Howdy-Doody socks, with this 
popular character’s portrait and his 
name knit into the sock. Another style, 
a junior slack sock, carries the name 
printed on it, and a child’s anklet has 
the Howdy-Doody name and picture 
printed on the cuff. 


Double Duty 


Foot Appliance 


ATLANTA, GA.—Cal-o-cze, Inc., man- 
ufacturer of Cal-o-cze, a new foot sup- 
port appliance, announces that it ex- 
pects to advertise it nationally within 
the next sixty days. 

Cal-o-cze is a light foot appliance, 
constructed of baby calf, sponge rub- 
ber and glove suede, which can be 
changed from one pair of shoes to an- 
other. The company claims that the 
sponge base of the appliance cushions 
the bones, muscles and tendons of the 
feet, acting as a shock absorber. 

The appliance is patented for men 
and women in sizes to fit any shoe. It 
is now being sold through shoe stores 
and department stores in most South- 
ern states. 


White Shoe Compact 


A “White Shoe Compact” in a new 


| attractive and practical form for carry- 
| ing in the purse, has been brought out 
| by Knomark Mfg. Co., makers of 


Esquire shoe polishes. The new con- 
tainer is the size of the average face 
powder compact and the whitener is 
a powder cleverly covered so as not to 
spill out and designed simply as a fresh- 
ener for the shoe during the time it is 
being worn. 


New Type Hosiery 

NEw YorRK—A new type stocking, 
Shell 15, has been introduced by Julius 
Kayser & Co. Designed with low-cut 
vamp and shell shoes in mind, it is said 
to be still wearable with almost any 
type of open or closed shoe. There is a 
reinforcement which barely covers all 
five toes with a narrow strip down the 
center of the sole to protect walking 
(or dancing surfaces) and a “scooped 


| out” heel reinforcement. 
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A Year-Round Seller for Every Feller = $0.°3se 
THEY'RE ALWAYS IN STOCK AT Uses! 





SEBAGO-MOC 


You can’t go wrong with these popular 
They're always in style—al- 


ways in demand—every day of every year. 


moccasins. 


Look at them! Feel them! Note the real 
quality construction and styling. Compare 
the extra features with any other moccasin 
on the market. You'll want to stock up to- 
day to be sure of your profits tomorrow. 


#700 







Look at These Features 


STYLE 700 — $6.00 
® Unique — Patented 





© All Welt Construction SIZES: 
@ No Innersole STYLE +700 
: Amazingly Flexible piping 
STYLE +902 
STYLE 902 — $4.85 A $%-13: 
© Welt Construction 3902 B 714-13, 
® Steel Shank C&D 6-13 
® Neolite Sole Size 13—75c ex- 


tra. Service charge 
on orders for 3 
pairs or less—25c. 


NEW YORK OFFICE 
MARBRIDGE BLDG. 


LOS ANGELES OFFICE 


SEBAGO -MOC 





505 HAAS BLDG. 


WESTBROOK. MAINE 














Advertising in a Leveling Market 


war. During this current leveling-off 
period with volume sources doing just 
that, many of these smaller manufac- 
turers have reversed all their plans and 
thinking and are devoting larger per- 
centages of their production to un- 
branded and private brand shoes priced 
without an advertising appropriation. 
Many of them still continue to manu- 
facture alleged “brands,” but the pro- 
motional and advertising effort they put 
behind them suffers because of cur- 
tailed volume of what they hoped one 
day would be truly a “branded” line. 
The most unfortunate aspect of this 
arrangement is the fact that these un- 
branded lines of shoes become active 
competition for branded lines because 
of a differential in price often in the 
same town, occasionally in the same 
store. 

We, as an industry, have tried almost 
every expedient, save the most obvious 
one of increasing promotion and adver- 
tising, to maintain and build consumer 
appreciation for shoes. We ride the 
crest of a boom market full of excellent 
resolutions and render our token tribute 
to advertising in principle as long as 
business continues to be good. When 
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[CONTINUED FROM PAGE 49] 


the market starts to settle and in- 
ventories pile up in the factory and on 
the floor in far too many cases, we cur- 
tail our advertising or drop all promo- 
tion and then wonder why consumption 
figures continue to get worse. 

From the remarks of Arno Johnson, 
vice-president and director of media and 
research for the J. Walter Thompson 
Co., our industry and the advertising 
people within it can learn much. In a 
recent address (May 9th) before the 
New York chapter of American Market- 
ing Association, he made a realistic ap- 
praisal of the current market and dem- 
onstrated with facts and figures the 
existence of a situation far brighter 
and more promising than is generally 
believed. From his analysis it would 
seem that zero hour has come for a re- 
newed and sustained advertising offen- 
sive by all industry. Mr. Johnson’s re- 
marks are particularly important to the 
shoe industry, because of the product 
we make. 

Speaking at the chapter’s monthly 
meeting at the Commodore Hotel in 
New York City, Mr. Johnson listed and 
detailed seven facts about consumer 
purchasing power which indicated, he 


said, “that we have a high level of pur- 
chasing power from current income 
plus potentially powerful increments to 
purchasing power through the huge 
backlog of savings and the low ratio of 
consumer debt.” 

Mr. Johnson said that one of the rea- 
sons that people have been hesitant to 
buy, in spite of their increased ability, 
is perhaps “because businessmen them- 
selves are not doing enough to convert 
purchasing power into purchases.” He 
cited as an example the fact that the 
ratio of advertising expenditures to 
national income was only 1.8 per cent 
for the year 1948 whereas during the 
44 years of our pre-war growth from 
1890 to 1934, the ratio of advertising 
expenditures to national income ranged 
between 3 per cent and 4 per cent. 

Among the basic facts advanced by 
the speaker to substantiate his state- 
ment that this is a period of “great 
opportunity,” despite the growing pes- 
simism and talk of depression and un- 
employment, were the following: 

Real purchasing power of the Ameri- 
ean people, that is disposable income 
after taxes and full correction for in- 
creased prices, in the first quarter of 
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MORE STYLE—MORE VALUE 
MORE SALES APPEAL .ceummiiige 


with DOGGIES 


By MONDL 


Doggies are expertly fash- 
ioned from top grade 
leathers—all fully sheep- 
skin lined. Featuring flex- 
ible, molded rubber soles 
—another first by Mondl 
—(Pats. Pend.) 


#E 653—"Sno-Slide" 


Everybody likes Doggies for their “Breathing Boot Warmth” made possible 
only by a practical combination of leather, sheepskin, and rubber. Not a 
Hot-Foot in a pair, but rather “Winter Zephyr Conditioned” for the ultimate 


in toasty lightness. 


Chicago Office, 209 S. State Street, H. J. Engquist, Sr. & Jr. 
New York Office, Marbridge Building, Lennie Cole 


The MONDL MANUFACTURING CO., Inc. 


OSHKOSH, WISCONSIN 


38-42 OTTER STREET 















# E 683—"Sno-Slope" 


When you sell Doggies to 
each of the family, you give 
them full value with a PLUS. 


@ Men like Doggies for their 
rugged yet smoothly pol- 
ished boot look. 


@ Women like Doggies for 
their new fashion-wise 
skirt length styling — cos- 
tume colored in Black, 
Brown, Grey and Red. 


@ Children like Doggies for 
their playful toughness 
afoot. 

















1949 was 6 per cent above the same 
quarter of 1948 and was 53 per cent 
over 1940. This 53 per cent increase in 
real purchasing power since pre-war 
is, said Mr. Johnson, in sharp contrast 
with the condition that existed after 
World War I. 

“In 1920 the real purchasing power 
of the entire population was 1 per cent 
under what it had been in 1913 before 
the war started and on a per capita 
basis the real purchasing power in 1920 
was 9 per cent under 1913. This factor 
should be considered before jumping to 
conclusions that we must have a repeti- 
tion of the 1921 depression,” said Mr. 
Johnson. 
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He pointed out that the increase in 
real purchasing power was shared by 
all income groups. 

He said that surplus money for dis- 
cretionary spending is four times as 
great as it was in 1940 and 11 per cent 
above the high level of the first quarter 
of 1948 even after taking full account 
of the higher tax level and allowing for 
a 70 per cent increase since 1940 in con- 
sumer prices. 

Mr. Johnson said that the market 
potentialities of this four-fold increase 
in discretionary spending power have 
not been fully recognized. He said that 
a demand must be created to provide a 
continuing market “for the goods and 


services we have proved we can pro- 
duce.” 

Pointing out that the American econ- 
omy has operated on a very high level 
since the war, he stated that this econ- 
omy must be kept high because “break- 
even points” are in most businesses so 
much higher than pre-war that any 
major recession in consumer demand 
would quickly make production unprofit- 
able and lead to heavy unemployment. 

He says that there is no need for this 
serious drop in demand if the public is 
educated to accept and insist on the 
higher standards of living that are pos- 
sible not only because of the American 
productivity but because the increased 
real purchasing power exists. 


Unemployment Figures Misleading 


Stating that advertising costs are 40 
per cent below 1940 in terms of real 
purchasing power, Mr. Johnson sug- 
gested that this basic marketing tool, 
available at bargain rates, should be 
used to do the job of educating and sell- 
ing the American people the products 
which will give them a higher standard 
of living. 

In discussing employment and un- 
employment figures, the speaker pointed 
out that unemployment figures as com- 
monly quoted can be very misleading. 
He said that of even greater signifi- 
eance than unemployment figures is the 
fact that “the number of people em- 
ployed and at work averaged 632,000 
higher during the first quarter of 1949 
than in the first quarter of 1948. 





Central Pennsylvania Group 
Holds Successful Outing 


ABBOTTSTOWN, Pa.—In spite of the 
variety of weather offered June 17th, 
almost 300 members and guests turned 
out for the annual Spring Outing and 
golf tournament of the Central Penn- 
sylvania Shoe and Leather Association, 
held at the Hanover Country Club, here. 
Over 100 golfers participated in the 
Galloway tournament, and were re- 
warded for braving the inclement 
weather by receiving many beautiful 
and valuable prizes. Indoor sports and 
swimming occupied the time of the non- 
golfers. 

No one left without a word of praise 
to the committee members for the fine 
handling of this affair, especially to 
those who arranged for the buffet din- 
ner which was served in the true Penn- 
sylvania Dutch fashion. 

The first 10 winners under the Gal- 
loway tournament system were: Lester 
Blank, J. G. Traver, Sr., Robert Devine, 
A. C. Jameson, Guy Mitchell, L. E. 
Beaudin, K. Shoffstall, Ralph Cassel, 
G. B. Horner and R. E. Black. A spe- 
cial prize was won by C. A. Cox, and a 
guest prize by J. M. Corcoran. The 
booby prize (cup) will be held for the 
coming year by Paul Mann. 
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Fall Shoe Advertising 
Plans and Programs 
[CONTINUED FROM PAGE 92] 


For the Taylor-made Shoe, Collier's, 
Esquire and Newsweek will provide the 
Fall background for Taylor’s National 
Promotion of Finer Leathers. 

An estimated 45,000,000 readers will 
see several handsome styles cut from 
Genuine Shell Cordovan, Finer Scotch 
Grains and Selected Calfskins. A new, 
dramatic Window Promotion Program 
will enable retailers to merchandise the 
National Themes at the point of sale. 

In addition, retailers will receive 
newspaper, display and direct-mail ad- 
vertising to promote the Finer Leathers 
theme in all media. A new Fall catalog 
covering over 70 styles in stock will 
facilitate early planning of inventories 
and promotions. 

For the Taylored moccasin, Taylor 
introduces a new style note for Fall 
with its national presentation of a 
group of genuine moccasins hand-sewn 
in fine Scotch grain. National promo- 
tion of these Taylored moccasins calls 
for a concentration in Collier’s and 
Holiday. 

In support of the national promo- 
tions, retailers will be offered the most 
comprehensive dealer-aid program ever 
conceived for the merchandising of 
genuine moccasins. 

All nationally advertised styles as 
well as other exclusive styles will be 
available on an in-stock basis. The in- 
stock department will carry 15 hand- 
sewn styles for men and women. A 
Taylored moccasin catalog and a com- 
plete dealer-aid service is now available 
for inventory and promotion planning. 





Tober-Saifer to Use 
Hollywood Stars in Ads 


Eugene Rison, assistant to the pres- 
ident, Tober-Saifer Shoe Manufacturing 
Company, St. Louis, Mo., has announc- 
ed the Fall plans for the national adver- 
tising of Jolene Shoes. 


Once again prominent Hollywood 
movie stars will be featured in all na- 
tional ads. The Fall Jolene campaign 
will be spearheaded by a full-page. 
color, “Back-To-School” promotion ad 
in the September issue of Seventeen 
magazine. Large window posters as 
well as reprint cards and blow-ups will 
be supplied dealers. The five styles 
illustrated in this ad were sold in a 
pre-season plan to dealers assuring 
them complete delivery of all styles at 
the time the Seventeen ad appears on 
newsstands. 

A follow-up color page in the Septem- 
ber 15th issue of Vogue magazine will 
feature highly-styled Jolene Hollywood- 
Inspired Shoes. Window posters, dis- 
play cards, and seasonal feature cards 
will be supplied to dealers to tie in with 
the Vogue ad. A comprehensive series 
of newspaper mats, and radio spot 
announcements will be included in the 
Jolene dealer Fall package. 
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JAMAICA 
NEW YORK 


new store in Jamaica, New 





M. GERBER, Constr. Co., Contractor 


CHAIRMASTERS INC. is proud to an- 
nounce that A. S. Beck again has 


chosen a Chairmasters Product for its 


York. Constructed for durability, 


designed for beauty — available in thirty-six 


_shades. Many other styles to choose from that 


will answer your particular seating problem. 


4451 THIRD AVENUE - NEW YORK 57 


WRITE OR WIRE FOR CATALOG AND 


Inf. 


Style #3209 





PRICES OF OVER 30 STYLES OF CHAIRS 








Trimfoot to Announce 
“Walt Disney" Shoe 


“The Biggest News Since Shoes”. . 
Walt Disney Character House Shoes by 
Trimfoot Co., Farmington, Mo.,.. . 
will be announced nationally with a 
color page in the September issue of 
Parents’ Magazine, out August 20th. To 
help dealers take advantage of the pro- 
motional possibilities inherent in this 
unique line, Trimfoot offers a complete 
newspaper and publicity kit containing 
mats, photo prints and layouts. An ex- 





tensive assortment of display material 
for this line is available through a lead- 
ing display house and from the Trim- 
foot Company. 

Magazines going to new mothers and 
mothers of small children will continue 
to carry the story of the regular Trim- 
foot Line to the consumer. Displays 
and give-aways are available . . . as is 
a new and really “usable” mat service 
covering the entire line from which ads 
of any size may be easily put together. 

[TURN TO PAGE 122, PLEASE] 
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Fall Shoe Advertising 
Plans and Programs 


[CONTINUED FROM PAGE 121] 


Tyer Rubber to Use Radio 
And Trade Advertising 


Advertising plans of Tyer Rubber 
Co., Andover, Mass., will continue to 
follow the general outlines of the pres- 
ent season, according to Hugh Bullock, 
president and general manager of the 
company. BooT AND SHOE RECORDER 
will continue to be used as the medium 
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for trade advertising. Spot radio an- 
nouncements are to be used through 
the Midwest and Southwest as an addi- 
tional means of acquainting consumers 
with the firm’s products. 





Red Cross to Use Biggest 
Consumer Ad Program 


Retailers of Red (Gold) Cross Shoes, 
Cincinnati, Ohio, will enjoy the benefits 
of The United States Shoe Corporation’s 
largest consumer advertising program 
this Fall. 

The campaign will be spearheaded by 





an unprecedented five-page four-color 
advertisement featuring the “Cobbie 
Young America Collection” in the Au- 
gust issue of Charm magazine. Other 
color ads will appear in Ladies’ Home 
Journal, Vogue, Harper’s, Mademoiselle. 
A dramatic double-page spread featur- 
ing a Jane Wyman tie-up will appear 
in Life magazine. A large list of news- 
papers will also be used to publicize 
the highly successful Red (Gold) Cross 
Shoe Week promotion. 

A strong segment of the dealer ad- 
vertising program is a series of new 
500-line “item” newspaper advertise- 
ments, each featuring one large size 
shoe cut. Tests made during the past 
few months by leading shoe retailers 
have proved the pulling power of these 
advertisements. 





Vaisey-Bristol to Step Up 
National Magazine Advertising 


Vaisey-Bristol Shoe Company, Inc.. 
Rochester, N. Y., manufacturers of 
Jumping-Jack shoes, has a completely 
coordinated Fall advertising campaign 
featuring a considerably stepped up 
consumer national magazine advertis- 
ing schedule. The entire campaign will 
be coordinated through the dealers by 
tying the dealers in to the increased 
national advertising through means of 
local dealers ads, increased dealer dis- 
play, and mailing material. The Vai- 
sey-Bristol trade advertising campaign 
will continue to apprise Jumping-Jack 
dealers and the trade of all new Jump- 
ing-Jack sales promotion and advertis- 
ing developments. 





Viner Bros. Plan Trade 
Paper Advertising 


Viner Brothers, Inc., manufacturers 
of “Lucerne” leather tops and mocca- 
sins, Bangor, Me., plan to introduce 
their line of moccasin type footwear 
for men and women to the retailer by 
trade paper advertising. 

For many years, Viner Bros. have 
been making shoes for national chains, 
but are now manufacturing for the in- 
dependent retailer, maintaining for his 
benefit an in-stock department. 

Dealers will be furnished with price 
tickets and other window advertising 
until such time as their advertising 
campaign develops. 





Vogue Will Feature 
Skooter Line 


A full page advertisement in the 
August issue of Seventeen magazine 
features ten Skooters of Vogue Shoe 
Co., Los Angeles, Calif., for a “School 
and After School Wardrobe.” This 
marks the kick-off -in a campaign 
mapped to send more and more Skooter- 
conscious customers to dealers. 

In the campaign, Vogue is choosing 
its consumer magazines—and the shoes 
featured in each—with great care. 
Thus this first advertisement, to teen- 
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Piece — Quality —e Woibee Te 


One without the others would be like a chain minus a link. 
LION SANDALS have ALL THREE! 


That's why demand for our products is at its highest peak in our 


“price without quality is a fool's dream" 
SANDALS FOR MEN, WOMEN AND CHILDREN 


707 BROADWAY 





New York 3, N. Y. 

















agers, displays the Skooter line of pop- 
ular “Softies” plus the heavier type 
wedge oxfords. 

The ad which will be run in August 
was sent to dealers in early June. The 
same ad was used in BooT AND SHOE 
RECORDER to announce the promotion to 
Vogue dealers and others. Counter 
cards and ad mats are offered free so 
that every dealer can “tie-in” with the 
promotion. 

In this same manner all consumer ad- 
vertising for the Fall will be merchan- 
dised so that dealers will be in step 
with the factories. High styled shoes 
will be advertised in Mademoiselle, 
Glamour, or Vogue. 

At the same time, the direct mail 
campaign to Vogue dealers will con- 
tinue. With this medium, Mr. Fab- 
rick, president of Vogue, keeps all his 
dealers immediately aware of trends, 
style changes, and “hot” items. 





Weber to Promote Its 
New Playful Nods 


Advertising plans of the Weber Shoe 
Co., St. Louis, Mo., for the 1949 Fall 
and Winter season, include direct mail, 
trade papers, dealer aids and national 
consumer magazines. Weber will pro- 
mote a line of little girls’ house slip- 
pers for the age group from 1 to 14 
under the trade name of Playful Nods. 
A full-page four-color ad in Vogue will 
be reproduced in trade papers and di- 
rect mail to its customers. This four- 
color ad will show some of Weber’s 
new patterns and materials that have 
been added to its line of “just-like- 
Mommie’s” slippers. 





Aggressive Ad Campaign by 
Albert H. Weinbrenner Co. 


An aggressive advertising campaign 
during the Fall and Winter months will 
be used by Albert H. Weinbrenner Co., 
Milwaukee, Wisconsin, manufacturers 
of Thorogood and Bondshire shoes. 

The Bondshire dress shoe line will 
be featured in the Saturday Evening 
Post and Esquire with two-color ad- 
vertisements. 

The Thorogood work shoe line will 
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continue to be featured in the Country 


Gentleman. 





Wellico to Continue 
Aggressive Advertising 


Welleco Shoe Corporation, Waynes- 
ville, North Carolina, will continue its 
aggressive advertising campaign this 
Fall beginning with a third-page ad 
in Farm Journal for October. The ad 
will feature slippers for the family 
with Wellco “Bubble Rubber” Sole, “for 
the walk that relaxes.” 

Following in November will be a 
fourth-page ad in Ladies’ Home Jour- 
nal presenting slippers for women and 
children, and a third-page ad in Par- 
ents’ Magazine featuring Wellco Wel- 
kins, zip boots for infants and children. 

Again in November The Saturday 
Evening Post will carry a fourth-page 
ad spotlighting slippers for the family. 

This extensive national advertising 
campaign will reach a total readership 
of 30 million, and will be the occasion 
for-a large number of tie-in ads run 
by Wellco retailers. 

Wellco is also preparing a thorough- 
going merchandising program includ- 
ing ad service, mat sheet and a 14- 
page illustrated booklet for salespeople. 
Easel cards will be utilized and pub- 
licity releases, localized for individual 
cities and retailers, will be distributed 
to a list of leading newspapers through- 
out the Fall. 


Weyenberg Will Use 
Extensive Ad Program 


Weyenberg Shoe Mfg. Company, Mil- 
waukee, Wis., will carry on an exten- 
sive national advertising program 
through the Fall and Winter months. 
Publications will again include the 
Saturday Evening Post, Holiday, Es- 
quire, and True. 

A complete dealer newspaper mat 
service will again be available. Window 
backgrounds, neon signs, window cards, 
price tickets, etc., will be furnished on 
a cooperative basis, as before. Direct- 
mail material in the form of post cards 
and folders will again be available to 
all Weyenberg dealers at cooperative 
prices, 





White Shoes 


that can be Kept Clean with only 


Soap and Water 
More Sale-abl 


Write for reperts on Lux and Ivory Test 
Ask your manufacturer about th 


Really Washable Elk 


ppered w 


A.H. Ross & Sons Co. 
Vanners Stace (3S §§ 
Chicago 272, Ill 








Trade paper advertising will be car- 
rie@ in BooT AND SHOE RECORDER and 
Coast Shoe Reporter. 





E. T. Wright Announces 
Fall Ad Plans 

E. T. Wright & Company, Rockland, 
Mass., has announced the following 
completed plans for Fall advertising 
and merchandising of Wright Arch 
Preserver Shoes: 


The national campaign and all dealer 
[TURN TO PAGE 124, PLEASE] 
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CHILDREN'S SLIPPERS 
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OPERA 


Top Grade Leather Uppers, Flexible Oak 

Leather Soles. Brown, Red, Wine, Blue— 

Full Sizes 5-3. 

Write for samples and new Fall catalog 
Mats available upon request. 


DARLING 
SHOE CO. 
769 GRAND ST. 

BROOKLYN 11, N. Y. 
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LEADING AGAIN IN PRICE & QUALITY 


MEN'S BROWN KID ROMEOS 
AT ONCE DELIVERY 


$265 


PER PAIR 
NET 10 DAYS 







Sizes 
6 to 13, 
36 Pairs 
to a Case 
No. 510 Leather Quarter Lining, Leather In- 


sole, Heavy Leather Outsole, wn Rubber 
EE SATIRE hiahee le $2.65 





839 N. Water St. Milwaukee 2, Wis. 
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Fall Shoe Advertising 
Plans and Programs 
[CONTINUED FROM PAGE 123] 


aids are keyed to the theme, “For Men 
as Smart as They Look.” Top grade 
fashion artists have been employed to 
produce a styleful atmosphere. Layouts 
are simple and unadorned. The copy, 
which is short, stresses the styling. 
The factors of foot health and comfort 
are not specified in detail, since surveys 
have indicated that these factors are 
known by most wearers and prospects. 

The factory is advising and supplying 
the agencies with a series of well in- 
tegrated material for local advertising 
in which the same theme, “For Men as 
Smart as They Look,” is stressed. The 
plan for local advertising is being pre- 
sented in one package in which the 
effectiveness between national publicity 
and local advertising is demonstrated. 
This one-package plan has been mailed 
to all agencies. 

The shoes selected for Fall advertis- 
ing are styleful types, and to lighten 
dealer inventories, all advertised styles 
are carried in stock. . 

Only four basic patterns are shown: 
Seotch grain, wing tips, moccasins, two- 
eyelet ties, brown calf, and brushed 
leathers in blue and brown. 





Queen Quality, Dorothy Dodd 
Divisions of International 


In addition to the usual extensive use 
of consumer magazines Queen Quality 
and Dorothy Dodd advertising programs 
for the Fall season will stress dealer 
tie-ins with the national campaign and 
emphasize various’ selling events 
throughout the season. 

Dealers will be furnished with the 
usual cuts for newspaper advertising 
and a service containing suggested cam- 
paigns. Retailers also will be furnished 
with window cards, reproductions cf 
national ads, booklets for mailing pur- 
poses by dealers. 





Vitality Shoe Company Divi- 
sion International Shoe Co. 


Vitality Shoe Company will adver- 
tise in Life, Ladies’ Home Journal, Good 
Housekeeping, Cosmopolitan, Mademoi- 
selle, Seventeen and Parents’ Magazine 
to reach a great shoe audience com- 
posed of readers of all ages, income 
groups and activity. Full color fashion 
ads will be used. Styling and quality 
will also be emphasized. 

Point of sale merchandising helps 
will cover a wide range with direct mail 
brochures, style folders, newspaper mat 
service, window cards, price tickets and 
other material. Vitality also provides a 
cooperative advertising plan to all 
dealers. 





Chain Adds Store 


WILKES-BARRE, Pa.—A new Allan’s 
Shoe Store has been opened at 129 S. 
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IN STOCK FOR 
PROMPT DELIVERY 
J. M, CONNELL SHOE CO. 


Los Angeles, Calif. 





First Street, Lehighton, by the M. D. 
Brandwene Shoe Co., wholesalers and 
chain store operators of this city. The 
Lehighton unit, a family store, is high- 
ly modern in design. It has a width of 
40 feet. The company has recently 
completely modernized Allan’s Shoe 
Stores in Pittston and Tamaqua, Pa. 





Few Orders Placed at 
Omaha Show 


OmaHA, NEB.—The Fall market week 
of the Ak-Sar-Ben Men’s Apparel Club 
held recently at the Paxton Hotel was a 
disappointment from the standpoint of 
shoe orders at least, it is reported by 
club officials. Shoe merchants appear- 
ing at the show were mostly from small 
towns and were very hesitant about 
stocking up for Fall. Shoe manufactur- 
ers’ representatives said they look for 
a fair Fall business, however, although 
they believe it will start later than for 
the last several years. 
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. SESHOEN ind, Suppliers 


New Program to 


Aid Independents 


NASHVILLE, TENN.—General Shoe 
Corporation, with headquarters here, 
has announced the creation of a new 
“Friendly Stores” division and that it 
is launching immediately widespread 
plans for promotine the establishment 





TOM FUQUA 


and development of independently- 
owned and operated dealer stores 
handling exclusively the shoe lines of 
its various sales divisions. 

Heading the new division will be 
Tom Fuqua, for the last three years 
manager of the company’s Jarman 
sales division and prior to that the 
head of its men’s advertising depart- 
ment. The announcement was made by 
Henry W. Boyd, General Shoe presi- 
dent. 

Mr. Fuqua already has launched 
plans for promoting the establishment 
of independent retail stores that will 
engage solely in the handling of men’s, 
women’s and children’s shoes made by 
the company, or combinations of these 
lines. Such dealers may use the name 
of Friendly Stores, or Friendly Family 
Stores (where a full line of family 
shoes are carried), or, optionally, may 
use the name of their stores. 

In announcing the new program, Mr. 
Boyd emphasized the point that sales- 
men of the company’s various divisions 
will continue to have full control over 
the placing of their respective lines, 
which will not be available to stores 
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set up under the program without the 
consent of the various salesmen in- 
volved. 

The plan is described by Mr. Boyd as 
one which will give the independent 
merchant all the advantages of the 
chain store organization and at the 
same time all of the flexibility of the 
independent store, “so that he can keep 
ahead in a competitive way and get 
the extra volume and profits that will 
accrue from these tested retail selling 
methods.” 

General Shoe plans to conduct an 
annual convention of Friendly Store 
dealers who will come together to get 
advance information on _ economic 
trends, style trends and to exchange 
ideas and discuss problems. 

Mr. Fuqua is a graduate of Vander- 
bilt University, a former newspaper 
writer, advertising executive and a 
member of the General Shoe advisory 
board of directors. He became sales 
manager for the Jarman (men’s) div:- 
sion of General Shoe in 1945. 


Two New Salesmen 
For Paramount 


St. Louis—Morris Kalmon, head of 
the Paramount Shoe Manufacturing 
Company has announced the appoint- 
ment of two new members to his sales 
force, Clarence Dean and Sam Emmett. 

Mr. Dean is covering the states of 
Illinois, Indiana and Michigan. He was 
formerly with Kane, Dunham & Kraus. 

Mr. Emmett will cover the South- 
west. He was formerly associated with 
Mannie Solkus. 


West Coast Company in 


Larger Plant 


Los ANGELES—L. R. Shep of the 
Lambkin Products Co., manufacturers 
of children’s slippers and sandals, an- 
nounces that his company has moved 
to new and larger factory, offices and 
showrooms at 820 W. Eleventh Street, 
Los Angeles. 

The new plant with its enlarged fa- 
cilities for production, new equipment 
and additional personnel will enable 
the company to increase production. 

In line with expansion plans, Aud- 
rey Lumpkin, Hotel Collingwood, 45 
W. 35th Street, New York, has been 
appointed as East Coast representa- 
tive. 


Neeley on Sales Staff 
Of Stetson Shoe Co. 


SouTtH WEYMOUTH, MaAss.—B. L. 
Wales of the Stetson Shoe Company has 
appointed Dallas Neeley of Webster 
Groves, Mo., as Southwestern represen- 
tative for Arnold Authentics and Stet- 
son shoes for women. 

Previous to his appointment by Stet- 
son, Mr. Neeley was connected with 
Famous-Barr Company, and Nusrala- 
Bowen Shoe Company of St. Louis. 





DALLAS NEELEY 


His many years of experience in the re- 
tail end of the shoe business will be ex- 
tremely valuable to Stetson and Arnold 
agencies. 

Mr. Neeley is now in his territory 


‘with the complete Fall line of Arnold 


Authentics and Stetson Shoes. 


Daytimer Shoe Co. Moves 
Offices and Factory 


WORCESTER, Mass.— The Daytimer 
Shoe Company has moved its offices and 
warehouse from North Adams, Mass., 
to 69 Hammond Street, Worcester. 

The new and enlarged facilities in 
Worcester will be coordinated with their 
Rasmussen Shoe Company factory, 
makers of Saddle-Master shoes. It is 
contemplated that this more central lo- 
cation will better enable the company 
to service its customers. 

All shoes are now being shipped and 
all business transacted from the Wor- 
cester office and warehouse. 
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Officers Continue Lucey Co. Management 





WALLACE J. McGRATH 


LOUIS C. LYDA 


ALBERT B. McINTYRE 


As previously announced in Boot and Shoe Recorder, issue of July 1, officers closely 
associated with the late John E. Lucey will continue to manage the John E. Lucey 


Company, Bridgéwater, Mass. 


Wallace J. McGrath continues as president and 


Louls C. Lyda as vice-president. Albert B. Mcintyre, formerly assistant treasurer, 
has been made treasurer. Joseph W. Keith continues as clerk. 





Skippy Footwear Expands 
Distribution Set-up 


New YorK—The Skippy Footwear 
Corporation, 215 East 22nd Street, man- 
ufacturers of playshoes and indoor cas- 
uals, has revised and expanded its dis- 
tribution set-up. Ten distributors will 
now handle Skippy footwear in Miami, 
New York City, Philadelphia, Utica, 
N. Y., Chicago, Boston, Cincinnati, Los 
Angeles, St. Louis, and Baltimore. Pre- 
viously, the shoes were distributed di- 
rectly to retailers. Department stores 
east of the Mississippi will be taken 
care of by Skippy’s president, Siegfried 
Spira, and chain stores will be taken 
care of by sales representative Charles 
Waller. 

Exclusive arrangements have also 
been made with the Fern Shoe Co., Ltd., 
of Penetang, Ontario, to produce and 
distribute Skippy footwear throughout 
Canada and the British Empire. This 
company, 80 miles north of Toronto, will 
produce about 1000 pairs a day. 

To meet increased demand, Skippy 
has installed a new, modern conveyor 
belt system in its plant. According to 
Tibor Foldes, vice-president, this sys- 
tem will speed up production 50 per 
cent. Production today is about 3009 
pairs, but when the new system gets 
into operation, production will be 150 
cases, or 5400 pairs, a day. 





Krug With Wearwell 

BUFFALO, N. Y.—Edward G. Krug 
well-known shoe traveler has gone with 
the Wearwell Shoe Company of New 
York City, and will cover the entire 
state of New York for this company. 

His new line consists of a high 
style set-up in children’s, misses, and 
growing girls’ Compo footwear, welt 
sports and hand-sewed loafers in the 
$4, $5 and $6 field. 
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Poll Parrot Shoes to Be 
Promoted by Television 


CuricaGo—Poll Parrot Shoes has con- 
tracted for the Wednesday spot of 
NBC’s “Howdy Doody” television show 
for 39 consecutive weeks beginning 
Aug. 17, according to an announcement 
made by Frank Freund, genera] mana- 
ger of the Roberts, Johnson & Rand 
division of the International Shoe Com- 
pany. The program will be beamed over 
the full NBC television network from 
5.45 to 6 p. m., Eastern Daylight Saving 
Time. To the present full network con- 
tract, new stations will be added as they 
become available. 

After many months of looking and 
listening, International Shoe selected 
the Howdy Doody Show because they 
were convinced it was one of the most 
appealing television programs produced 
for children and a perfect medium to 
further popularize the “pre-tested”’ Poll 
Parrot Shoes for youngsters. 

Poll Parrot is the first children’s shoe 
line to utilize network television and, 
according to Mr. Freund, dealer enthu- 
siasm for this new promotion is exected 
to reach enthusiastic heigths. 





McGrath to Represent 
W. L. Kreider 


PALMYRA, PAa.—James J. McGrath 
has taken over representation of the 
line of W. L. Kreider’s Sons Company 
of Palmyra in the New York territory. 

He is well known in the shoe business, 
having for many years operated his own 
juvenile shoe wholesaling establishment, 
McGrath Shoe Company, in New York. 
He will make his headquarters in a 
newly opened office in the Marbridge 
Building. Mr. McGrath will cover met- 
ropolitan New York with the firm’s 
line of juvenile shoes. 


Ephrata Shoe Co. Elects 
Three New Officers 


EPHRATA, PA.—W. B. Rohrbach, pres- 
ident of the Ephrata Shoe Company, 
Inc., announced recently that at the an- 
nual meeting three new officers were 
elected. 

E. D. Merrion was elected vice-presi- 
dent in charge of production and also 
assistant treasurer; K. J. Rohrbach, 
vice-president in charge of sales; and 
R. J. Hobbins, secretary and sales rep- 
resentative. Ivan H. Mentzer, one of 
the original officers when the company 
was organized, continues as treasurer. 

K. J. Rohrbach and Mr. Merrion 
joined the company in 1939; and Mr. 
Hobbins in 1946. 





Joins Darling Company 
As Designer-Stylist 


BRONSON, MiIcH.—The L. A. Darling 
Company announces the appointment 
of Miss Florence Ferman of New York 
City, to the executive staff as design- 
er-stylist for the mannequin division, 
with studios in Coldwater and Bronson. 
However, Miss Ferman will operate 
primarily from New York in order to 





FLORENCE FERMAN 


keep in close touch with latest fashions 
and trends in the mannequin field. 

Miss Ferman, recognized by the man- 
nequin industry as a foremost pro- 
ponent of custom styling and manne- 
quin decor, introduced the new man- 
nequin series at their June exhibit dur- 
ing Market Week in Chicago. 





New Firm to Make Slippers 
And Snow Boots 


MALONE, N. Y.—Equipped to manu- 
facture a line of slippers and snow 
boots, Shields Slipper Corporation, or- 
ganized by Francis J. Shields, will begin 
operations at its Fort Covington plant 
in the near future, according to an 
announcement made recently. 

Peter J. Gault, Malone, will be sup- 
erintendent at the plant, and a payroll 
of 75 workers is expected when the 
plant reaches full productivity. 
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JODHPURS 
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Mexican Jodhpur Boots 
Imported 


©@ Tan Leather 
© Leather Lined 
© Leather Soles 
© Fine Workmanship 
$g-25 

pr. 






Sizes 6 to 13 


RAFAEL R. GARCIA IMPORTING CO. 
Box 428 Eagle Pass, Tex. 














Ribbon and Silk Firms 
Are Merged 


NEW YoRK—Schiff Ribbon Corpora- 
tion, 95 Madison Avenue, a subsidiary 
of the Lawrence Schiff Silk Mills, of 
the same address, was merged with the 
parent organization on June 27th, and 
will be operated as part of the Law- 
rence Schiff Silk Mills. 

Under the merger, which has been 
effected in the interest of clients of 
both companies, the sales staffs of the 
parent company and its former sub- 
sidiary will remain intact and continue 
to serve the shoe trade on its narrow 
fabric, binding and braiding needs. 

The Lawrence Schiff Silk Mills, 
established in 1918, manufactures shoe 
bindings, braids and narrow fabrics in 
plants in Allentown, Quakertown, Car- 
lisle and Patton, all in Pennsylvania, 
and operates a dye house in Quaker- 


town, Pa., for the convenience of shoe. 


manufacturers desiring immediate and 
custom-dyed service on special color 
requirements. 


WCSTA Tournament to 
Be Held July 28 


Los ANGELES — Traditional “fiesta 
time” in California, mid-Summer, will 
be celebrated by the West Coast Shoe 
Travelers Associates with a golf tour- 
nament Thursday, July 28, at the Lake- 
wood Country Club. A dawn-to-dusk 
gathering, with tee-off time at 9 a.m., 
the tournament will include a bridge 
and gin rummy party for non-golfers, 
dinner, and dancing. 
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Brazilian President Honored 
At Propr-Bilt Factory 


HUMBOLDT, TENN. — His Excellency 
Eurico Gaspar Dutro, president of 
Brazil, took time off during his recent 
official visit to the United States to call 





President Dutro of Brazil (left), receives 
a bronzed pair of Propr-Bilt shoes from 
General Claude M. Adams (retired), 
vice-president of O'Donnell Shoe Cor- 
poration, during a tour of the factory. 


on his old friend, General Claude M. 
Adams (retired), vice-president of the 
O’Donnell Shoe Corporation, here. 

The visit included a conducted tour 
of the factory. Highlight of the day 
was the presentation of a specially 
bronzed pair of Propr-Bilt children’s 
shoes, the three millionth pair to be pro- 
duced by O’Donnell. 

General Adams was military attache 
and chief of the U. S. Military Mission 
to Brazil from August, 1942, to March, 
1944. During this period, President 
Dutro held office as the Minister of War 
for Brazil. 





Two New Fall Promotion 
Colors Presented 


NEw YorK—“Putty” and “Brick,” 
two new Fall promotion colors, were 
recently presented by Color Co-Op at 
a showing at the Barbizon-Plaza Hotel 
here. The two colors were shown in 
combination, alone with just a touch 
of contrasting color, and combined 
with other shades. 

The colors, a new taupe and a rosy 
rust, have been used by the group of 
manufacturers composing the Color Co- 
Op group in leathers for shoes, gloves, 
belts and handbags; woolen, cotton, 
rayon and silk ready-to-wear fabrics; 
hat felts; glove and scarf materials; 
jewelry; knitting yarns. Nail enamel 
and lipstick are in a color to blend 
with “Brick.” Stocking colors have been 
chosen to combine attractively with 
the two promotion colors. 

Two tanners are members of the 
Color Co-Op group, Allied Kid Company 
and Hermann Loewenstein, Inc. Ap- 
proximately 20 shoe manufacturers 
were represented on the runway at the 
recent show. 
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BRANDED FOOTWEAR, 
FOR IMMEDIATE DELIVERY. 


aie 





Always complete stocks of famous name 
quality footwear at lowest prices. Known 
from coast-to-coast as headquarters for 
cancellations, close-outs, jobs from 


America's leading factories. 


WRITE TODAY! WE 
CAN FILL YOUR NEEDS! 


MOSINGER-COHN 


1235 Washington Ave. St. Louis, Mo. 








“Over A Quorter Century” Fine Footweer 
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RHINESTONES 
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Rhinestone Side Bow 
Imported crystal stones 
> set in silver or gold 
background with bow 
clips. 

IMMEDIATE DELIVERY 
Fastest selling Buckle 
retailing ct a “DOLLAR” 


Rhinestone Creations 


751 N. 39th St. Phila, Pa, 
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CHAIRS AND STOOLS 
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Exclusive distributor of the populer ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated 

and prices. 


LYONS & COMPANY 
120 DUANE STREET NEW YORK 7, N.Y. 
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PRICE TICKETS 
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PRICE TICKETS bring sales! 


Many Colors—1i09 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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COWBOY BOOTS 
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You'll make more profits 


"* JUSTIN BOTS 


fustins . . 
folks want 
kind ef customers whe will 
pay te get what they want. 
Make more sales with 
Justins, favorites since 1879. 
Write for Catalog ef 
styles in stock. 


H. J. Justin & Sons, Inc. 
Box 548-K, Fort Worth 1, Texas a 
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SHOWER SANDALS 


~ oe OP er er ere er et? er er erm emer 





Hower & “gandaly 


porno aie 
available with or without silencers. 
Colorful straps attached with rust 


Reece “Perfect ey 


proof nails. Maroon or brown for 
men — multicolored checks for ladies. 
No half sizes. Write for prices. 


REECE WOOD SOLE SHOE CO. 
Dept. B-S! 






Columbus, Nebraska 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 
Write for Bulletin BS-7 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 No. Webash Ave., Chicagc 1, Ill. 
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Craddock-Terry Displays in New Home 





WILLIAM A. MEYER 


NEw YORK—AlI] Craddock-Terry Shoe 
Corporation lines are now represented 
in the Marbridge Building, 47 West 
34th St., with the recent opening of dis- 
play rooms for its Miracle-Tread and 
Fashion Craft lines. 

In Room 934, Miracle-Tread, a mid- 
dle-of-the-road style line, retailing at 
$6.95 and $7.95, is on display. William 
A. “Bill” Meyer is the Miracle-Tread 
representative who is in attendance. 
Mr. Meyer, or “Bill,” as he is known 
to the trade, has had 36 years’ experi- 
ence in the shoe business. He has been 
with Craddock-Terry for the last 16 
years, and prior to that, with the Endi- 
cott-Johnson Corporation, for 20 years. 
He will continue to cover Metropolitan 
New York, New York state and New 
Jersey. 


J. SYDNEY SMITH 


In Room 936, the Fashion Craft line, 
combining style shoes, casuals and 
sports shoes, retailing from $4.95 to 
$6.95, is on display. J. Sydney Smith is 
in attendance, and he will also cover 
Metropolitan New York, New York 
state and New Jersey. Mr. Smith has 
been with Craddock-Terry for the last 
three years. Formerly he handled the 
Buster Brown line for the Brown Shoe 
Co., representing *t in Brooklyn and 
Long Island. Altogether, he has spent 
more than 30 years in the shoe busi- 
ness. 

The new display rooms have what 
“Bill” Meyer describes as a friendly 
atmosphere. Color scheme is in green, 
with green carpeting complemented by 
cool, light green walls. Walnut furni- 
ture and shoe cases have been installed. 





Goodrich Executive Uses 
Salesman-Pilot 


AKRON, OHIO—W. C. Orme, operat- 
ing manager of the Shoe Products sales 
division of The B. F. Goodrich Com- 
pany, and William Gill, salesman in 
the Ohio-Pennsylvania territory, often 
hire a private plane and fly to their 
business destinations. 

They did just that recently on a trip 
from the company’s headquarters here 
to the shoe products plant at Clarks- 
ville, Tenn. 

Mr. Gill is a licensed pilot. The shoe 
products division has two other former 
pilots on its staff, W. F. Shepherd, Mil- 
waukee, Wis., and G. M. Mitchell, Jr., 
Hanover, Pa. 


Making New Slipper Line 

NEw YorK—Bon-Bons, a new line of 
highly styled children’s house slippers, 
is being made in the Miller & Berg- 
mann factory here. Designed by Meri 
Miller, they are being made in many 
styles, colors and treatments, in sizes 
from 5 to 3, to retail at $1.98. 


Allied Kid Co. Promoting 
Bronze Color 


NEw YorRK—An announcement has 
been recently, made by the Allied Kid 
Company’s three divisions, New Castle, 
Standard and McNeely, that bronze 
kid is now available. Accompanying 
copy reads in part, as follows: “Bronze 
kid because it’s a brown season... 
bronze kid is an early beginner (July), 
a late closer (holiday parties), a gen- 
eral sales stimulus bronze kid 
shoes to wear with beiges, browns, teal, 
grey, wine, amethyst and golden-toned 
woolens and tweeds.” 





Shoe Finish Manufacturer 
Building New Plant 


St. Louis—Hadley Bros.-Uh] Com- 
pany, manufacturers of rubber cements 
and shoe finishes for the shoe industry, 
is erecting a new one-story building at 
Calvary and Bulwer Avenues in the 
North St. Louis industrial district which 
will provide them with double the floor 
space. The firm plans to move into the 
new structure by late Summer. 
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Uses Novel Visual Device 

To Help Sell Shoes 
Oconomowoc, Wis.—Picture Record- 

ing Company, pioneers in the manufac- 


ture of cabinet projects for 2 by 2- 
inch slides, has recently developed a 





Picture Vision cabinet for Health Spot 
dealers to use as point-of-sale display. 


new Picture-Vision cabinet for the 
Health Spot Shoe Company. It is to be 
used as a point-of-sale instrument in 
the windows of all the firm’s store 
units. 

The Health Spot Shoe Company uses 
this media to illustrate foot comfort 
features, inner construction, and wear- 
ing qualities not readily visible by ac- 
tually looking at a pair of shoes. Pic- 
tures in full color, flashing into view, 
command attention and hold it. 

The new Pictur-Vision cabinets pre- 
sent the story in a sequence of 16 Koda- 
chrome slides that change at six-second 
intervals and operate continuously. 
They are sturdily built with light- 
weight steel construction, the entire 
unit weighing less than 100 pounds. A 
large 14% by 21-inch rear projection 
screen gives maximum brilliance. It 
is equipped with a Solabrite projector, 
uses a 750 watt 200 hour lamp, and 
has a three-inch coated lens. With a 
height of 36 inches and 16-inch-square 
base, it requires only four square feet 
of floor space. 

The company is engaged in mass pro- 
duction of these cabinets. 





Philip Klarnet to Direct 
The Paris Service 
NEw YoORK—Philip Klarnet, for the 
last three years in charge of advertising 
and public relations for the Sole Leather 
Bureau of the Tanners’ Council of 
America, will leave July 30th for 
France to operate The Paris Service. 
For American organizations without 
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M Widths 


$1.90 


N ond M Widths $2.55 


N and M Widths $2.65 
5205 Growing Girls’ 4-9 
N and M Widths $3.00 


T al 
aps incl 


Footwear COMPANY, INC. w 
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permanent European representation, 
this organization will execute commis- 
sions, make reports on specific business 
situations, purchase advertising art 
work, commission photography, confer 
with European clients or potential 
clients on public relations or advertising 
plans, and carry out research, writing 
or other assignments, on a fee basis. 

During the war Mr. Klarnet was with 
the Office of War Information in Europe 
and later served as Assistant U. S. 
Press Attache and Press Chief of the 
United States Information Service in 
Brussels, Belgium. 


ANE STREET, NEW YORK 13, N. Y. 


GERDAGRAM FOR EXPORT 
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Swatch Book Issued 


By Shoe Manufacturer 


CuHicaco—J. P. Smith Shoe Company 
has recently issued a swatch book of 
Fall leather colors for British Walker 
shoes and ready-to-wear woolen fab- 
rics. Six shoe colors are shown in the 
form of opera pump silhouettes cut 
from the leather and fastened to the 
card above the fabric swatches» with 
which each is coordinated. 

Leather colors shown are Cordovan, 
Blue Spruce, Burnt Mocha, Town 
Brown, Cherry Red, Taupe and black. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO.., Inc. 
WOrth 2-5180-1 
79-81 Reade St., New York 7, H. Y. 
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Alligator and Ostrich Leather 
Produced by Randak 


CAMDEN, N. J.—Genuine alligator 
and ostrich leathers for top-bracket 
makers of shoes, bags, and personal 
accessories are now being presented by 
the American Randak Corporation of 
Camden. 

Adolf Dreher, president, says he is 
elated with the reception given by na- 
tionally-owned style houses. 
Randak line, which includes gold and 
silver kid, is distributed solely by the 


Dreher Leather Mfg. Corporation, 100 | 


Gold Street, New York City. 

The recently completed tannery at 
Camden, equipped with the latest ma- 
chinery, will soon be adding other spe- 
cialties to its line. 





Says Men’s Fall Shoes 
Will Be Somewhat Lighter 


Port ARTHUR, TEX.—J. D. Tobias of 
Beloit, Wis., vice-president of the Free- 
man Shoe Corporation, recently made 
a number of predictions on shoe trends 
for the coming Fall. 

Mr. Tobias was here visiting the Bos- 
ton Shoe Store while on a tour of his 
company’s outlets in Texas. The Boston 
store has been associated with Free- 
man shoes since the store was founded 
in 1921. 

Mr. Tobias predicted that heavy moc- 
casin-toed styles would continue to be 
fashionable this Fall but that shoes 
would not be as “heavy” as heretofore. 
He also predicted that cordovan brown 
and russet brown would be among the 
most popular Fall colors. 

He said the company will put on the 
market for the first time new side-tie 
styles, extra thick crepe soles, and new 
loafer and casual types. 





Stitchdown Manufacturers 
Elect Officers 


New YorK—At the annual meeting 
of the Stitchdown Shoe Manufacturers 
Association held recently at the Hotel 
McAlpin, the following officers were 
elected for the ensuing year: 

President, Gerard A. Burke, Ramsey 
Shoe Corporation; first vice-president, 
Richard N. Tarlow, Berco Shoe, Inc.; 
second vice-president, Leon D. Fischel, 
Comfort Sandal Co.; secretary, Samuel 
G. Dones, Prudential Shoe Mfg. Co.; 
treasurer, Max Bregman, Municipal 
Shoe Co.; assistant treasurer, Leo A. 
Abbe, Accurate Shoe Corporation. 
Seligman & Seligman of New York 
City were again named general counsel. 





Bedell in Charge of Sales 


For Medway 


Mepway, Mass. — Herbert Bedell, 
who has had more than twenty years of 
selling experience with the volume 
trade, has joined the Medway Shoe 
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we BOYS AND Oe 
Built for Fit and 
Wear 


WS 


No. 6573 
with 

rubber heel 
BCD 12!2 to 3 


No. 6552 
with 
wedge-heel 
BCD 8'2 
to 12. 


Right and Left Quarter 

Patterns for better ankle fit. Other built- 
in features. Write for descriptive price 
list, and franchise availability. 


SUPERIOR SHOE COMPANY 


for Complete 











Mfg. Corporation, in complete charge 
of sales. 

This firm has been in business for a 
quarter of a century, the first fifteen 
years manufacturing stitchdown shoes. 
They have recently built, and moved 
into, a one-story cement block building 
under the direction of its president, C. 
James Sherry, and with the assistance 
of the Planning Department of the 
United Shoe Machinery Corporation. 

In addition to manufacturing stitch- 
downs for the last twenty-five ‘years, 
the company now makes a line of 
McKay welt loafers and work shoes. 





Apex Adds New 
Representative 


NEw YORK—The Apex Foot Health 
Products Co. announces the addition to 
its sales staff of H. Furman Kelly, well 
known in the orthopedic shoe field. Mr. 
Kelly will carry the Apex line of arch 
supports and orthopedic specialties on 
the West Coast. 


Boot and Shoe Recorder 








Review of the Retail 
Trade 


(Continued from page 84) 


shoes to wear with the hot season's 
sheers which are just beginning to 
sell. John W. Thomas and Co. fea- 
tured blue or black suede as a foil to 
sheers, with insets of mesh for cool- 
ness and decorated with twists of 
reptile. Very high, slim heels were 
noted. These shoes sold for $24.95. 

Clearance sales have begun in some 
store in this city. Young—Quinlan— 
Rothschilds — featured a Summer 
clearance of three famous names in 
pumps, sandals and oxfords, in suede 
and calf in white and brown and 
white and in blue. white and navy and 
brown linens. Some moderate-priced 
shoe stores also have begun Summer 
clearance sales. 

Walk-Over presented a group of 
casuals for Fourth of July activities. 
Color was featured in these. Casuals 
are reported as being tops in sales in 
many of the leading stores. Large 
windows and in-store displays are 
featured. 

Generally. sales have been reported 
as slower. Extremely hot weather has 
kept customers away from downtown 
stores. 

White is selling fairly well, par- 
ticularly in stores which present these 
in lower prices. 

There is a trend toward soft shoes 
with pliant soles in the dress shoe de- 
mand. A few platforms are selling 
but they are slow in moving. Pumps 
centinue to lead in sales with sandals 
second, in street shoe styles. 

* * * 


SOUTHERN NEW YORK 
RETAILERS OPTIMISTIC 


MiLp optimism is reflected by shoe 
retailers in Elmira, N. Y., as they sur- 
vey results of the first half of 1949. 
Despite an unfavorable employment 
situation during the first quarter. with 
a general tightening of purse strings. 
most shoe stores ran up respectable 
sales totals. Retailers were pleasantly 
surprised by Easter business. and 
since then a modest pick-up in indus 
trial activity has helped shoe stores. 
Sales resistance continued to be an 
obstacle in late June. however. Some 
shoe retailers thought it less notice- 
able than in previous months, while 
other retailers believed it to be in- 
creasing. The solution in most ceases 
has been clearances. The Gorton Coy 
has had a series of clearance sales. 
starting early in May with a sale of 
600 pairs of shoes. originally $14.95 to 
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There’s nothing unpredictable about the way 
they‘ll go through your factory or the way they’ll 
stand up in service. They are under our control 
From Forest To You which is assuring of satis- 
faction in shoemaking and merchandising. 
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A month later 
this was followed up by a clearance of 
1993 pairs of footwear, sale-priced at 
$5. $7 and $10. In mid-June the store 
staged a general clearance of foot- 
wear up to $25.95 at the single price 
of $5.90. A self-service set-up on the 


$25.95, at half-price. 


store's fashion floor handled the 
crowds satisfactorily. 

The Cameo Shop offered broken 
sizes at $1.90, $3.90 and $4.90, later 
shifting to the single price of $3. The 


Shoe Center ran a special purchase 


sale of 1200 pairs of women’s shoes 
at $5.95. 

Demand for whites is tremendous 
this Summer, retailers say. Multi- 
colors are being sold heavily, with 
less call for pastels. Reds and greens 
continue popular. Casuals _ easily 
dominate other styles this Summer. 
with several retailers asserting that 
most of their business is being done 
in them. Spectator sport shoes are 
moving well. Linen and straw foot- 
wear is being sold in quantity. 


131 


















Wore Vy 


buy a 


6 eS 


WORK SHOES 


ee ors ee Oe em em em oe eee er 





Men's Geodyear Welt WorkShoes | 
Men's Steel Toe Safety Shoes | 


Union Made 


| 
GOODWILL SHOE COMPANY | 
HOLLISTON, MASSACHUSETTS | 
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Look 
RETAILERS Ahead! 


for quick help from the only book of 
its kind; encyclopedia of practicable, 
workable ideas for the experienced 


SHOE 


merchant. No theories —dall tried, 
true . . . NOT just another shoe book, 
but offers in addition to 138 specific 
shoe promotions, the best ideas from 
the entire retailing field for instant 
adaptation to his particular require- 
ments. 

Foreword by PAUL H. NYSTROM, 
Professor of Marketing, School of 
Business, Columbia University. 


Please remit with order. 


5/.x8 3.50 40 Chpts. 


306 Pages Postpaid 


BOOT AND SHOE RECORDER 


100 £. 42nd St., New York 17, W. Y. 











Buy Savings Bonds 
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Now Representing Athletic Shoe Co. 





SID SELIG 


Cuicaco—Sid Selig and Irv Rosen 
have recently joined the Athletic Shoe 
Company’s staff of factory trained, di- 
rect salesman handling the complete 
Rest-Rite line of hard-soled, shearling- 
lined footwear and Athco athletic shoes. 

Both men have spent months at the 
factory thoroughly familiarizing them- 


IRV ROSEN 


selves with every phase of the business, 
Mr. Selig will travel through Illinois, 
Indiana, Ohio, Pennsylvania, Michigan 
and West Virginia. Mr. Rosen’s terri- 
tory consists of Wisconsin, Minnesota, 
Iowa, North and South Dakota, Nebras- 
ka, Missouri, Kansas, Colorado and 
Northern Illinois. 





Factory Opened in Florida 


Ft. WALTON, FLa.—Walter Bryant, 
president of the Florida Sandal Corpo- 
ration, has announced that his new 
shoe factory is ready to start opera- 
tions. The building which will house 
the factory has been completed, and 
most of the machinery is installed. O. 
B. Robertson, of Mobile, has been en- 
gaged as plant superintendent. 

It is estimated that at the start ap- 
proximately 1,800 pairs of sandals and 
bed room slippers will be produced. A 
number of outlets have been signed up 
and the entire output for the present 
has been contracted for. About 25 
employees will be needed to man the 
factory. The Dura-Val sandal will be 
the main product. 


Manufacturer Plans 
Expansion 


Dover, N. H.—An expansion pro- 
gram which is expected to increase the 
firm’s payroll by 125 employees has 
been announced by officials of Miller- 
Hermer, Inc., manufacturers of women’s 
shoes here. 

New machinery and equipment will 
be installed, it was announced by Moe 
Miller, treasurer of the concern, who 
said he was well supplied with orders 
and did not anticipate any seasonal 
slowdown between the Summer and 
Fall periods. 

At present, the firm employs approxi- 
mately 500 workers with an annual pay- 
roll of about $1,500,000. 


Long-Time Employees Are 
Honored by J. F. McElwain 


NasHvuA, N. H.—Employees who have 
accumulated 25 years of service were 
honored by the J. F. McElwain Co., 
shoe manufacturers, at a dinner held 
at the Nashua Country Club, June 21. 
The veteran workers were each pre- 
sented an envelope containing a letter 
signed by J. Franklin McElwain, found- 
er of the big company, and Robert C. 
Erb, its present president, and a serv- 
ice check. 

As special gifts, Mr. McElwain pre- 
sented two television sets to Miss Mary 
F. Fahey and Ray H. Cooper. 

Brief talks were given by Messrs. 
McElwain and Erb, as well as by former 
Gov. Francis P. Murphy and Seward 
M. Paterson, who were the founder’s 
original associates. 


Agency Named to Handle 
Two Shoe Accounts 


HARRISBURG, PA.—Included in the ac- 
counts handled by the Olian Advertising 
Agency, Inc., of this city, are The A. S. 
Kreider Company of Lebanon, Pa., man- 
ufacturer of shoes for infants and chil- 
dren up to five; and the W. L. Kreider 
Sons Manufacturing Co. of Palmyra, 
Pa., manufacturers of shoes for infants, 
children, misses and growing girls. 
Both of these accounts were served by 
Mr. Olian previously in his connection 
with another advertising agency. 


B20: and Shoe Recorder 





assilied and WewAds 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 





Excellent opportunity for 


SALESMEN 


with one of the leading 
manufacturers of California 
indoor and outdoor casuals. 
This line is nationally adver- 
tised and carried by leading 
chain, department and re- 
tail stores throughout the 
country. 


Various territories are open 
in the East, Midwest and in 
the West and it is an unusual 
opportunity for ambitious 
and aggressive salesmen. Car 
is imperative and residence 
should be in territory desired. 


State all about yourself in 
first letter which should be 
handwritten, and include 
present connections as well 
as territories covered previ- 
ously. Enclose recent snap- 
shot as well. 


Address Box 368, care BOOT & SHOE RECORDER 
100 E. 42nd Street, New York 17, N. Y. 








SALESMEN WANTED 


Nationally known moccasin manu- 
facturer is interested in aggressive 
salesmen for following territories :— 
Maine; New Hampshire, Vermont, 
Michigan, Ohio. In stock line— 
men’s and women’s. May carry as 
sideline if non-conflicting. Write 
full particulars regarding back- 
ground and lines carried. 


Address Box 379, care BOOT & SHOE RECORDER 


100 East 42nd Street, New York 17, N. Y. 








Exceptional opportunity. Lead- 
ing factory, men's casuals, re- 
shuffling territory, invites ap- 
plications for the states: Va., 
D.C., Md., Del., Penna., W. 
Va., Ohio, Indiana, Kansas, 
Mo., Okla., Wash., Ore., Colo., 
Ark., Tenn. Large established 
following, line nationally adver- 
tised, liberal commission. 


Address Bcx 372, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








SALESMEN WANTED 


Line Infants’ PRE-WELTS ond LITTLE- 
WAY SANDALS, with Stock Depart- 
ment. Territories: Ohio, Wisconsin, 
lowa, Illinois, Northern Indiana, Michi- 
gan, Kansas, and Colorado. 


THE KEPNER-SCOTT SHOE CO. 
ORWIGSBURG, PA. 








SALESMEN WANTED 


to sell shoe display Requisite. Here's 
on opportunity for a live salesman 
to sell this attractive item along with 
your line of women's and children’s 
shoes. Se 

units: attractive commissions. Most 
£ 


s on sight in multiple 
territories middle and far west avail- 
sable. Write stating 


g quclifications 
and territories you are now covering. 


Address Box 373, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











O REPRESENT SLIPPER MANUWFAC- 

TURER making Line of Soft Soles in Men’s, 
Women’s, Boys’, Children’s and Infants’ Leather 
Slippers to retail from $1.98 to $3.98. Good 
commissions. Following territory open: South- 
ern and Mid-Western States. SHIELDS 
PRODUCTS CO., Bombay, N. Y. 





Popular priced line infants’ te Men's styles cow- 
bey boots. Welt and stitchdewn construction. 


Available to traveling shoe salesmen. Practically 
all territories east of Mississippi River. Give full 
particulars and references first letter. 


Address Box 383, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











TOP-CALIBER SALESMEN 
WANTED IN 
EXCELLENT TERRITORIES 


Backed by national advertising 
(ESQUIRE, LIFE), our line of $8.95 
retail men's shoes, factory in- 
stock, offers exceptional oppor- 
tunities for expanding distribution 
in these profitable territories: 


Alabama, Florida, Georgia, Lou- 
isiana; Mississippi, Missouri, Ten- 
nessee, Kansas; lowa, _ Illinois, 
Minnesota, Wisconsin; Arkansas, 
Oklahoma, Texas; North and 
South Dakota and Nebraska. 


Yorktown Shoes’ reputation for 
value, quality, style is established. 


Available for exclusive handling, 
or with a non-conflicting line to 
the right men. Territories and de- 
tails can be arranged to best 
mutual advantage. 

We want to hear from men of 
high sales caliber, who can recog- 
nize a sterling opening with a 
reputable name and line. 

Please write full information giv- 
ing your age, experience, refer- 
ences, and if possible a snapshot 
of yourself. All correspondence 
will be held strictly confidential. 
Address: 


"Yorktown Shoes For Men" 
Gardiner Shoe Company, Inc. 
Gardiner, Maine 





GALESMEN WANTED WHO CAN USE 
~ EXTRA COMMISSION by selling side line 
of CORONET Custom Shoe Pulishes and 
Cleaners, to retail shoe trade. No Jobbers. 
Widest range of colors. Unusual Merchandis- 
ing Plan. All sales from territory credited te 
salesman. Several major territories now open. 
Write giving lines now carried and territory 
covered. CORONET POLISHES, Division, G. 
Barr & Company, 1130 W. 37th St., Chicago 9. 
Illinois. 


EPRESENTATIVE FOR Southern States. 

Nationally known Manufacturer of Chil- 
dren’s, Misses’ and Growing Girls’ shoe has 
opening for a sales representative in the south- 
ern states, including Mississippi and Louisiana. 
All inquiries will be kept strictly confidential 
Please give full information regarding your- 
self in first letter. Address #386, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
Yo 37, BX: 











CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 


vertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


i Advertisements for this page must be in our New York Office 15 days preceding publication date “=j 
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SALESMEN WANTED 


FOR SALE 


LINE WANTED 





XPERIENCED MEN, WHO CAN PRO- 


DUCE, to sell Line of $3, $4, $5 retail- 
ers of Women’s Casuals and Baby Dolls, car- 
ried in stock by reliable New York Who! 
Strong Line of Styled Shoes. Can be carried 
as side line at 5% commission. Territories open: 
New Jersey, Connecticut, New York State, 
Pennsylvania, Illinois, Ohio, Virginia, North 
and South Carolina. Address #348, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
po 8 BE: 





Pennsylvania manufacturer of OUTSTANDING LINE 
OF CHILDREN’S CEMENT PROCESS noveity strap 
types interested oe volume distribution of $2-$3 re- 
tailer= for chains and jebbers; Pacifie Coast, Texas 
and Southern territory open, short line; prefer men 
whe represent one non-conflicting factory line at 
present or a commission basis. Please submit all de- 
tails of experience and references in first letter; 
include recent photograph; all replies confidential. 


DALE FOOTWEAR, INC., COOPERSBIRG, Pi 











WaNTED SALESMEN to cover South, 
Southwest, West, Midwestern and New Eng- 
land territories, on a commission basis; to han- 
dle line of Infants’, Child’s, Misses’ Compo 
construction dress shoes to retail at $5.95 to 
$6.95. Factory located in Brookiyn and in op- 
eration for three years. Line has been proven 
and well accepted in the East. All replies con- 
fidential. Address #384, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17, 
A 





Two experienced salesmen to take over es- 
tablished trade for New York and New Jer- 
sey. Platell Shoe Co., 111 Reade Street, New 
York 13, N. Y. 


WANTED SALESMEN. Most territories 
open, to call on retail trade. Full line of 
sports and casuals. High commission, prompt 
delivery. Address #370, care Boot & Shoe 
a 100 East 42nd Street, New York 17, 


IDE-LINE or full | time salesman wanted by 

established factory starting an in-stock de- 
partment on $4.00 and $5.00 retailers of wo- 
men’s corrective shoes of outstanding values, 
widths A to EEE, for chain, department and 
independent stores. All territories open to 
qualified men. References absolutely necessary. 
All replies kept in strict confidence. Address 
#374, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


XPERIENCED SALESMEN WANTED to 

cover Philadelphia, South Jersey, Baltimore 
and Washington, D. C., with a general line. 
Attractive income and a permanent position. 
Address #378, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 








NUSUAL opportunity for big extra earn- 

ings now to Christmas. Sell direct to busi- 
mess men you are now calling on, our famous 
line of Deluxe Personalized Christmas Cards, 
for their own use, as good will business build- 
ers. Commissions to $20 or more per sale. 75 
exclusive designs with customer's name. Priced 
$6.90 to $19.90 per hundred. We also manu- 
facture a complete line of lower priced imprint 
cards. Elaborate sample book furnished. Write 
fully in confidence. PROCESS CORP., 1954 S. 
Troy, Dept. 12, Chicago 23, Ill 





SIDE LINE SALESMAN WTD. 


HINESTONE AND CUT STEEL BOWS, 

compact tray, terrific sellers. Address #290, 
care Boot & Shoe 4% me 100 East 42nd 
Street, New York 17, N. 


XCELLENT OPPORTUNITY FOR ADDI 

TIONAL INCOME—Short Line—1 grip 
of samples—Growing Girls and Misses Flexible 
Littleway Sports to retail at $5.00. All stvles 
carried in stock by an old established Shoe 
Mannfacturer. Commission basis 6 per cent— 
settlement weekly. State experience, references 
and territory covered. Address 2350, care 
Rewt & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 











EW reliable firm wants salesmen for side- 

line of popular priced Goodyear Welts in 
stock; misses, children, growing girls; protected 
territories; liberal commission. rite giving 
details in confidence. Address #387, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 
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High Grade LADIES’ 
SIZE 4B WELT 
SAMPLES FOR SALE 


P.0. BOX 805 
SYRACUSE, N. Y. 











OR SALE: WELL_ ESTABLISHED, 

PROFITABLE FAMILY SHOE STORE; 
Exceptionally clean stock of the best Medium 
Priced, Nationally Advertised Lines. Good 
mage good location in Prosperous Mid-West 
City of 20,000. Will sell for Inventory. Owner 
has other interests. Address #349, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y 


XPERIENCED and successful salesman with 

solid chain and specialty and department 
store contacts, seeks popular priced nationally 
advertised manufacturers line for_ representa 
tion in Texas. Address $371, care Boot & Shoe 
oe. 100 East 42nd Street, New York 17, 





REPUTABLE manufacturer’s line of women’s 

_and children’s slippers wanted for Metro- 
politan New York, New Jersey, Connecticut. 
Excellent following amongst letter retailers, 
department store. Address #385, care Boot & 
Shoe eo 100 East 42nd Street, New 
York 7; BR. Y. 

XPERIENCED SHOEMAN WITH LARGE 

FOLLOWING wants Manufacturer's Line 





Popular Pree Women’s Shoes or suals for 
Metropolitan New York, New Jersey, Long 
Island. No Sidelines. No Jobbers. Address 


#389, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





High Grade WOMEN’S SAMPLES 
$2.75 and up 
Original retail to $22.95 


BROITMAN-GAFFIN SHOES, Inc. 
148 Duane St., New York, N. Y. 











FOR SALE—X-Ray Shoe Fitter with lateral 
view attachment. Needs reconditioning. Ad- 
dress #382, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 








OR SALE in Providence, R. I., beautiful, 

fully equipped salon type women’s shoe store 
in high grade neighborhood. Good lease. Clean 
stock. Excellent opportunity to own your own 
business with small investment. $5000 to $6000 
will handle everything and insure a good weekly 
income. Address #381, care Boot & Shoe Re- 
a—_ 100 East 42nd Street, New York 17, 





FoR SALE. Established Shoe Store. Good 
location in small city. Advertised brands 
Men’s, Women’s, Children’s shoes. Good vol- 
ume. Requires investment $11,000. Owner de- 
ceased. Wm. L. Dailey Estate, Oneida, New 
York. Phone 429J. 


FOR SALE. Shoe Store. Southern Califor- 
nia. Established over 20 years. Nationally 
advertised men’s, women’s and children’s shoes. 
Clean stock, good location. Inventory approxi- 
mately $18,000. Address #369, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y 


([XTEEN THOUSAND pairs of metatarsal 
arch supports, men’s and women’s. Finest 
strap leather, cushioned metatarsal. Fresh 
goods just purchased from bankrupt factory. 
Attractively boxed, $1.25 retailer. Our price 
to retailer 18c. per pair or $18.00 per gross 
pairs. Vosburg Foot Appliance Co., 117% E. 
Sth St., Austin, Texas. 











P ARTNER dissolution presents golden oppor- 
tunity. Sacrifice complete shoe store fixtures 
(ultra modern, including X-Ray), all set up, 
ready to open in new building. No stock to 
purchase. Located opposite A & P Super Mar- 
ket in rich, healthful agricultural section, pro- 
gressive town, near Miami. Long lease, fair 
rent. Fixtures can be moved. $1,500.00 will 
handle. S. Mendelson, 124 South Miami Ave., 
Miami, Fla. 


POSITION WANTED 


HOE BUYER now doing $350,000 volume in 

department store wants change. Location any- 
where. No hurry. College graduate (BBA). 
30 years old. Single. Finest references. Ad- 
dress #380, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 








FOR RENT 


STORE 


MACY'S-—FLATBUSH 


Principals write 
ROSS, 54 STERLING ST., BROOKLYN, N. Y. 





NEAR 








DEPT. FOR SALE 


HILDREN’S SHOE DEPARTMENT fea- 

turing America’s Finest Shoes, Clean new 
stock; New Modern Store; No blue sky. Rocky 
Mountain area. Address #360, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
You 27, BN. ¥ 








HELP WANTED 


WANTED STOCK CONTROL MAN, 30-40, 
preferably with retail shoe background, to 
handle merchandise control system for a group 
of men’s high grade shoe stores. Excellent op- 
portunity for advancement. Write for appoint- 
ment giving information as to age, education 
and experience in detail. Address #388, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 








UVENILE SHOE STORE, large southern 

city. Downtown 100% quality location. Air 
conditioned. First year’s volume in excess $80,- 
000. Can be tripled. Nationally advertised high 
grade lines. Price $35,000. Unusual oppor- 
tunity. Address #375, care Boot & Shoe Re- 
conder 100 East 42nd Street, New York 17, 





OR SALE, women’s orthopedic and children's 

store, southern Conn. Inventory about $7590. 
Branded lines. Golden opportunity. Address 
2377, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


SHOE DEPT. CONCESSION 


SHOE CONCESSION available. Two stores, 
Levy Bros. Dept. Stores, San Matco and 
Burlingame, Calif. Women’s and children’s. Ap- 
proximate volume $150,000. Splendid oppor- 
tunity. Contact Mr. H. B. Gundersen, Mdse. 
Mer. 








WANTED TO PURCHASE 





Buy Savings Bonds 








WANT to purchase profitable shoe store, cash 
basis, New Jersey, New York; lease to buy 
building. Address #376, care Boot & Shoe Re- 
a 100 East 42nd Street, New York 17, 
. af 
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WANTED TO PURCHASE © 





“WANTED TO PURCHASE 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 


of Quality Shoes for Men, Wumen and 
Children. 
For Cash 


BROITMAN-GAFFIN SHOES, INC. 
148 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phile. 6, Pa. 
Phone: LO 3-9533 

















MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 
New York 7, N. Y. 
Telephone: WOrth 2-896! 








GET TOP VALUE 


In Selling Your 


e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 














Quality Shoes for Men, Women 
and Children 
Scrupulous Protection fo 





i BARIS BUYS for CASH 
@ 


Sur Name and Brand since 1932 


ARIS SHOE CO., 


New York 7, N. Y. 





Short tore Leases Assumed 






Inc. 
el.: WOrth 2-5180 











WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs" 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 








CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 
B. SABIN 


93 READE ST. NEW YORK 13, N. Y. | | 
Telephone WOrth 2-2515 | 














Mackey-Starr Increases 
Production 


NEw YoRK—A 50 per cent increase 
in production at Mackey-Starr, Inc., is 
reported by Joseph Starr, president. 
The daily pairage is now 300, whereas 
the firm has been producing only 200 
pairs since Mackey-Starr moved two 
years ago into its present location at 
151 W. 26th Street in New York City. 

Louis Zipkin, former retail shoe 
buyer, who recently joined Mackey- 
Starr as sales representative, has 
started a 12-month-a-year travel pro- 
gram. 


July 15, 1949 


Wilt PAY FULL VALUE FOR FAMILY 
SHOE STORES located in Michigan, Ohio, 
or Indiana. Please give fuil particulars cover- 
ing inventory on hand at retail; length of lease 


available, and 1948 volume. All informat:en 
strictly confidential. Address #342, care Boot 
100 East 42nd Street, New 


& Shoe Recorder, 
Yoru 17. Ri: Y. 


ARCH TYPE SHOES FOR MEN, WOMEN 
AND CHILDREN. Close-outs or com- 
plete Stocks. Will pay top cash prices. 
STRAHL SHOE CO., Exporters and Import- 
ers, 1230 Fifth Avenue, San Diego, California. 








Financial News 





Edison Stores Report 
Five-Month Increase 


St. Lours—Edison Bros. Stores, Inc. 
report consolidated net sales of $6,821,- 
75 for the month of May. This com- 
pares with $7,146,583 for May, 1948, a 
decrease of $325,308 or 4.55 per cent. 

For the five months ended May 31, 
sales amounted to $31,543,139 as com- 
pared with $30,300,714 for the same pe- 
riod last year. This is an increase of 
$1,242,425 or 4.10 per cent. 


Dividend Declared by 


A. C. Lawrence 


PEABODY, Mass.—The board of direc- 
tors of A. C. Lawrence Leather Com- 
pany recently declared a semi-annual 
dividend of forty cents per share, pay- 
able June 13, 1949, to shareholders of 
record at the close of business May 27, 
1949. 


Godman Declares Dividend 


CoLumBus, O.—The board of direc- 
tors of the H. C. Godman Company at 
a recent meeting declared a quarterly 








WANTED TO PURCHASE 











= 
CASH PRICES 
70P : 


FOR CANCELLATIONS, 
ODDS & ENDS, CLOSEOUTS 
and COMPLETE STOCKS 
Quality Men's, Women's 
and Children's Shoes Wanted. 
BRAND NAMES PROTECTED 


_MOSINGER-COHN 


5S Washington Ave., St. Lovis, Mo 
~~ @ Quarter of a Century 
“Fine Footwear”’ 


Kee 





<FO. 








SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtiandt 7-6378-9 











dividend of 1 per cent, or 37% cents 
a share, on the preferred 6 per cent 
cumulative, $25.00 par capital stock, 
payable June 1 to shareholders of rec- 
ord at the close of business May 20. 





Sales Increase Reported by 


Shoe Corporation 


CoLuMBus, O.—A continued rise in 
the sales of Shoe Corporation of Amer- 
ica and wholly-owned subsidiaries has 
been reported with retail sales for May 
amounting to $2,891,543 against $2,- 
848,288 for the corresponding month a 
year ago, an increase of 1.52 per cent. 
For the five months ended May 28 
sales were $12,976,246 against $12,374,- 
427 a year ago, or an increase of 4.86 
per cent. Retail units in operation num- 
bered 328 compared with 317 a year 
ago. 





American Hide and Leather 


Declares Dividend 


BosTtoN—At a meeting of the board 
of directors of American Hide and 
Leather Company on June 23, a year- 
end dividend of fifty cents per share on 
the common stock was declared, pay- 
able July 29, to holders of record of 
said stock July 7. 





Canadian Business Sold 


BROCKVILLE, OnNT.—J. A. Johnston 
Co. Ltd., Brockville, have taken over the 
shoe manufacturing business of Wil- 
liams Shoe, Ltd., Brampton, Ont. This 
is the second factory that the Brockville 
firm has acquired. In 1945 they bought 
out Wragge Shoes Limited, Preston, 
Ont., manufacturers of children’s foot- 
wear. 
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MERCHANTS’ NEEDS | MERCHANTS’ NEEDS MERCHANTS’ NEEDS 














NEW ADJUSTABLE | WINDOW REACHER —A SALES SAVER 


Sturdy Construction, will last a life time. 
Price — 


remains in Pony Cup | 








































desired si : SAA $5.25 5 handice i indows ia on i 
tion at - for Price Tickets | Siocticapens.22222<"eee «© Sn. toe cote cen no ony oe sd cto 
times. | 7 foot length........ 5.75 it without disturbing your regular window trim. 
This is an ex- FLORO SALES SAVER COMPANY, Room 700, 503 WN. Twelfth Bivd., St. Louis 1, Missouri 
clusive pat- | a 
ented feature. | ale = : = 
$5 gross | 
we | 
$2.75 | 
half gross 
- | MAKE THAT SHOE FIT 
M. D. POLLINGER CO. 
| HOLLAND BLDG. ST. LOUIS, MO. | 





SHOE DOCTOR SHRINKERS 








Roller type device 


THE 
INVISIBLE 


SHOE 
FORM 

M Pending 
emer © Dowie 


play shoes. Shoes are formed in less time 
and look worth twice their price with the 


‘ * ADULT MODEL $15.0J 
* JUNIOR MODEL $15.00 


Efficiency 
Of Fit 


YoOuRS iacomiuadl THE NEW 


FIT COMES FIRST. Make shoes 
fit around the ankle. Step gap- 
ping at the sides and slipping in 
the heel (no more heel liners 
necessary). All fullness or wrink- 
les in leather or fabric easily 
shrunk without harm. Assure foot 
comfort for hard-to-fit feet. 





Curved type iren 


least cost. Made from clock spring steel. Win the Brannock Adult and Special combination offer $45.00 
$3.00 per dozen pairs. Cadmium plated Junior Model Devices, the shoe fitter (fluids included in above prices) 
or White Enameled $3.95 rer dozen pairs. con get immediate “Heel-to-Ball’’ — Send your order or write for detail information. 
“Heel-to-Toe” —""Width-at-Ball” direct E. C. SMELTZER CO. 
F.B.F. DISPLAY CO. measurements. This means speedy, 121 E. 5ist Street, indianapolis, ind. 
Route 2, Box 646, Indianapolis 44, Indiana | accurate fitting; more sales per fitter; 











* more perfect fitting; fewer misfits 
with their subsequent costly and 
* RIL 1. 

















*Available at special cooperative price 
if ordered through certain shoe manu- 
focturers—for this list and full details 


AD ERTISING xs 
THE BRANNOCK DEVICE 












1 GOT MY SHOES 
AT THE STORE 
TMAT GIVES AWAY 


DIPCRAFT BALLOONS 


NAME 
YOUR iss 
MESSAGE 
PRINTED ON ANY OF 
OUR REGULAR OR 


NOVELTY TOY BALLOONS 
DROP US A CARD NOW 


ah CUppings 


—here's how to get 


C@MPANY 
Syracuse 4, New York 














More Business! 
HE Vincent Edwards Idea Clipping New Company Formed 


Service has over 2,000 satisfied users. 


Each order filled according to what By Wolock 


you want; wholesalers usually request best 

















retail ads; a usually want ads New YorkK. — A new shoe manufac- - FOR SAMPLES & PRICES 
7 You will find ‘aan 2 study of newspaper turing firm, Wolsan Ltd., has been DIRECT FROM FACTORY TO YOU! 
ad clippings is the quickest and least ex- formed by Morris Wolock to produce DIPCRAFT MANUFACTURING CO. 
pensive way to keep in touch with what’s ¢ “ % 
going on. ‘ shoes that will retail at $18.95 to 924 PENN AVE., PITTSBURGH 22, PA. 
i “aluable ‘service and the special short | | $24-95, it has been announced by Mr. 
term trial offer. No obligation, of course. Wolock, who has manufactured shoes _ __ = SS 
ese j se as Morris Wolock & Co. for the last 
VINCENT EDWARDS & CO. four years at 51 Franklin Street, this 
World's Largest ctiian Service city. Made Sales Manager 
J St papi “Because of the economic picture we ° 
en ns SEN A Gey will shortly make shoes in a different Of Canadian Company ; 
aro vot eo gy Peon tye ote price structure than the top bracket we MonTREAL, QuE.—A. Raymond, <7 
term trial offer. m a were in formerly,” he said. “We are president and general manager 0 
ais able to arrive at this wanted price International Braid Company of Cana- 
eee eee aee rs eel eae range of $18.95 to $24.95 retail because da, Limited, Ste. Rose de Laval, P. Q., 
Name ---------n-neneeeeeecsen cc cece ences eceetetetetetetetetes we are doubling our production which recently announced the appointment 
nN papi Rie ee ee ee ae ee ee is made possible by a change in our of John L. Braive as sales manager of 
location.” the company. 
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Brown, Black and Red 
saddles. White napped 
ERA leg soles. Goodyear Welt 
: Process. 5 widths—sizes 
to 10. Leather quarter 

8/8 


GRINNELL SPORT WELTS oct To etait at S540 
FOR PROFITABLE SALES 
TO THIS BIG MARKET 


Once again saddles will be an important part of the school girl’s 
shoe wardrobe. Grinnell saddles are styled for sport and casual 
wear on the campus. Cash in on this profit making business 
with the easy fitting, faster selling Grinnell line that’s priced 
for volume sales. 


EASY STOCK SERVICE PLAN 


Grinnell’s fast, in-stock order service gives the dealer a chance 
to operate with a minimum, fast turning stock which is replen- 
ished at short intervals. No chance here for overstocking or 
costly clearance sales. 


Write today for catalogue and samples 


8 
(Srinneld SHOE COMPANY 
GRINNELL, IOWA 
MANUFACTURERS OF WOMEN'S AND GIALS’ SPORT WELTS 
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Eyelets That Measure Up with Micrometer Precision 


United eyelets are produced with “engineered” accuracy. This means that each 
dimension is duplicated in each successive eyelet. This uniformity and reliability 


of product permits a steady rate of production at the eyeleting operation. 


“ | 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Nunn-Bush Satsfaction costs 
Less than Dissatisfaction 


Intelligent consumers choose Nunn-Bush shoes 


because wisdom counsels the buying of shoes made 

to Nunn-Bush standards for truly satisfying wear. 

From YOUR point of view . . . how much retailing 
wisdom is there in striving to satisfy customers instead of 
simply “selling shoes’. It is the Nunn-Bush belief, 
backed by more than 35 years experience, that sound 
business progress is best achieved by aiming at 
customer satisfaction above every other consideration. 
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@ That, Ladies and Gentlemen of 

the Children’s Shoe Business, shows what 
can happen to the dealer who doesn’t 
“size up” his stock till the back-to-school 


season has already arrived! 


@ You'll admit that we maintain a stock service that the 


trade acknowledges as being without an equal. But we're not 


magicians. The few weeks before the peak season finds us 


buried in orders. We fill them as they arrive... and ship ’em 


as fast as human effort will allow. But, as we'd far rather send you 
shoes than regrets, we suggest, in fact, urge you to place 

your orders 30 to 60 days before the season starts. Such foresighted 
action will (a) avoid lost sales and (b) avoid nervous 


breakdowns due to worry over the possibility of lost sales! 


@ Don’t miss the “bus’’! Size-up now and order 


now; be ready for the biggest back-to-school season ever! 


THE 


GREEN SHOE MFG. CO., BOSTON, MASS. 











